YN 


(ireular. 


heys 






tone 





‘ 





ei iereitadll tehamemensastont 





Sataiesbiaacanane 








ant 


we 




















-D DINTHSTOME RINGS 


with new, complete 5 unit display 





A NEW 
BIG VALUE RIN( 
DISPLAYED WITI 
RE-INFORCED 
“SALES POWER’ 









Actual size of display 15° 
wide by 18” high. Scien- 
tifically designed and 
handsomely covered in Your purchase brings 


American Beauty velvet. this new, flexible display set-up 
Ring background pro- complete with 12 O-B Birthstone Rings as illus- 
os gga dustproot trated. Order by Assortment No. 2X390A. 


365 birthdays this year — plus millions of new customers with an appetite for personal 
adornment and the money to gratify it — these open the way for vigorous selling and 
real profits. O-B answers with outstanding value in smart new 10K gold rings, set 
with simulated birthstones that rival semi-precious stones in colorful beauty. * 
Expand and modernize the facilities of your store — keep it up to date with this new 
display — used alone or with the one we sent you last year. Re-arrange the units 
to create new effects and display your stock to advantage, without extra investment 
in fixtures. * Replace O-B Birthstone Rings as often as sold — and cash in on their 
sales power by using the other units to sell watches, bracelets, other rings, etc. 


Ostlh,- Barton G. 


MANUFACTURING JEWELERS 118 Richmond Street, Providence, R. I. 
Branches: New York, Chicago, Los Angeles 








Suggested Arrangements for Display Units 


Men’s Double Matched Cameo 
Massive 6 dwt. 10K mounting. 
No. 2692/7 $32.50 


Antique Italian Intaglio 
Massive 5 dwt. 10K mounting. 
No. 2764/7 $25.50 


Czecho-Slovakian full - tinned 
stone in 314 dwt. 10K mounting. 
No. 2763/7 $16.00 


32nd Degree Masonic Order 
Extra heavy 8 dwt. 14K ring. 
No. 2083/7 $45.00 
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Ladies’ Double Cameo 
Heavy 3 dwt. 10K mounting 
No. 2693/7 $20.00 


Antique Tiger-Eye Cameo 
Massive 6 dwt. 10K mounting. 
No. 2860/7 $33.00 


Czecho-Slovakian full- tinned 
stone in 3 dwt. 10K mounting. 
No. 1944/7 $13.50 


Oriental Snake Amulet Ring 
Hand-cut massive 5 dwt. 10K. 
No. 2767/7 $25.00 
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Eight madern classics, designed 
and executed in our own shops. 
Conceived as proper settings for 
our collection of fine antique 
cameos and intaglios and rare 
imported stones. Custom made 
by artist-craftsmen. Extra-heavy 
cast gold mountings have enough 
strength to carry their stones for 
generations of wearing. Quantities 
are necessarily limited. Order now. 


PRICES SHOWN ARE KEYSTONE. 


1 SAUER & CO. 


439 RACE GSFRELT 
CINCINNATI, OHIO 
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The cover — Still from 
“Diamonds for Romance," 
forthcoming Vyvyan Don- 
ner Fox Movietone short, 
which features diamond 
service insignia and dia- 
mond engagement rings 
from Black, Starr & Gor- 
ham, New York, N.Y. 
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* 4 ” OUNT OVER the recent guest stars on “The 
ed a Cc { n oS mM i n : Silver Theatre of the Air.” 

g . February 8th—Charles Boyer, the great 
lover! February 22nd—Jean Hersholt, out- 
Famous movie stars help increase audience standing character actor! March 15th—none 
i : other than Bandmaster Kay Kyser! And on 

of Airways’ great Sunday night show, = 4pril 5th—laughmaster Bob Hope! 
“The Silver Theatre of the Air.” What a galaxy of stars! And they’re only 
a few of the many who have upped the listen- 


ing audience of “The Silver Theatre” from 
around 2 million to 10 million! 


You know how this show has sold silverplate 
in the past. You know how it’s keeping the 
name, 1847 Rogers Bros., before an ever-grow- 
ing public now. And in times like these... 
keeping the name of a line of merchandise be- 
fore the public...is a sound business proposition. 


1847 ROGERS BROS. 


“AMERICA’S FINEST SILVERPLATE’’ 
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WHAT’S SO IMPORTANT 
ABOUT A NAME? 


Trade names are symbols of merit. They represent protec- 
tion and assurance. People want identity; they look for it. 
They want names, for in names they trust. Perhaps the most 


trustworthy name in- diamond rings is AMERICAN BEAUTY. 


Implicit in it is a guarantee of quality and a promise of 
lifelong satisfaction. That it also identifies skilful styling is 
just another reason why your handling of AMERICAN BEAUTY 


diamond rings will yield rich dividends in satisfaction 








Watches... 





WHERE WATCHES 
ARE NEEDED MOST 


That’s the campaign slogan for 
' Hamilton’s new advertising program. 
=" It’s America’s slogan too—for whole- 
salers and retailers alike want the products of 
America’s industrial plants to go where they will 
do the most good! 


That’s why graduation steps back for America’s 
defense needs in 1942. No longer a “season” 
sharply confined within the two month period, 
graduation is now an all year round sales oppor- 
tunity. It’s out of school into industry .. . into 
the armed services where time has reached a new 
high as the country’s most precious commodity. 





Many of the skilled craftsmen and fine manu- 
facturing equipment, which have given Hamilton 








such an enviable reputation for accuracy, are now 
busily engaged in production for America’s armed 
forces. The remainder of Hamilton’s production 
facilities is being devotett to the manufacture of 
accurate watches for the home front. Through 
you, the retail jeweler, they move into the pockets 
and onto the wrists of those who must provide 
and deliver the materiel. 


That is the story told by the powerful, two- 
page advertisement which appeared in Life maga- 
zine March 16, with adaptations in the National 
Geographic and the Saturday Evening Post. 
That is the story for your customers .. . it illus- 
trates your part and ours in America’s greatest 
all-out war effort. 


Hamitton Watcu Company, LANCASTER, PENNA. 











Time your sales effort to this powerful advertisement ! 


This Hamilton two-page spread appearing in the 
March 16th issue of LIFE (out March 13th), forms the 
basis of a series of advertisements presented to 
7,704,141 readers of three great magazines—LIFE 
(March 16—April 6—May 4); SATURDAY EVENING 
Post (April 25—May 16—June 13); NATIONAL 
GEOGRAPHIC (February —April — June). 





FOR YOUR OWN GOOD...SUPPORT THE JEWELRY INDUSTRY PUBLICITY BOARD 
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A TAG-LINE that we will continue to 


support with the finest quality and smartest 
styling our skill and experience can provide in 


the making of outstanding watch bands... 


BRUNER-IRITTER 


FACTORY: 1720 Fairfield Ave., Bridgeport 
SALES OFFICES: 630 Fifth Ave., New York 
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NATIONAL 
BABY WEEh 


April 26 to May 2 





— 


A ¥ 


New Display Cabinet Speeds Up 


Kiddie Kraté 


TRACE MARK REG. U.S. PAT. OFF. 


Baby Week Sales 


Get this smartly designed . . . distinctive . . . practical display cabinet. It's a 
powerful Baby Week salesman. Holds 2 dozen assortment... all popular priced. 
Feature it during Baby Week. ADVERTISE KIDDIE KRAFT in your local paper. 
Newspaper mats furnished FREE ... and MARATHON COMPANY WILL PAY 
HALF THE COST OF THE ADVERTISE MENT. 


The ONLY children's jewelry line nationally 
advertised to reach over 25,000,000 people. 


Be Sure It's Kiddie Kraft and You're Sure It’s Best 










COMPANY 


MASSACHUSETTS 


MARATHON 


ATTLEBORO 
Sold Through The Wholesale Jeweler 
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SOLD THRU WHOLESALERS 








a facturers of 





Bury > Gio S. 
DEFENSE 
BONDS 








| BRISTOL SEAMLESS RING COMPANY 


71 NASSAU ST. © NEW YORK 


| WEDDING AND ENGAGEMENT RINGS 








Ensembles 
Diamond Wedding Rings 


Fine Mountings 








Fine 
Hand Engraved 
Rings 
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COMPLETE KREISLER 
PRESENTATION WINS 
ALL AMERICA 
PACKAGE COMPETITION 


ccessorvyw evvselarry 
Me «= if 


Out of 20,000 entries, major awards went to Kreisler’s com- 


plete line of packages and displays! A distinction important to 














‘us, because ours was the only line of jewelry as such to be 
chosen for an award! A distinction important to you, the retail 
jeweler, because the Kreisler line is exclusively .yours! The eye- 
appeal,and buy-appeal of Kreisler packages and displays mean 


rizes to us—profits to you. 
p f y 


Today, accessory jewelry makes news! And the head lines are 
Kreisler’s! Establish an Accessory Jewelry Department and 


give the complete Kreisler line the prominence it has earned. 


‘ad | | 
Jacqrses K wetisier 'G : g- al te 
Be € 
f — 
Home Office: North Bergen, New Jersey 


New York Showroom: International Building, Rockefeller Cente? 
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F JEWELERS’ —QUALITY JEWELRY 
IN INDIVIDUAL ITEMS AND SETS 
STYLED BY JACQUES KREISLER 


Hor ladies: brooches, earrings, 
neck chains, bracelets, identification 


bracelets, anklets. 


For mens cufflinks, collar clips, tie 
holders, stud sets, waldemars, key 
chains, identification bracelets, belt 


buckles, money clips, knives. 


Many items available in sterling 


silver and in gold over sterling! 


WATCH BANDS, WATCH STRAPS 
LADIES’ AND MEN’S ACCESSORY JEWELRY 


A MAN’S WORD 


A Monthly Comment by Jacques Kreisler 


In ancient times, 

an award was a crown 
of laurel leaves. 

It was a token 

of public esteem... 
less for 

what the hero had done 
to advance himself 
than for what 

he had done to 

advance his fellow-men. 
I like to feel 

that our award 

is the symbol of 

a contribution to 

the entire jewelry field 
rather than to 

the House of Kreisler. 
I like to feel 

that accessory jewelry 
has profited more 

than the products 

of a singlé company. 
The inspiration -- 

the motive behind 

our packaging 

and display efforts -- 


sprang from the needs 
of the jeweler, 

from the demands 

of the public. 

We are worthy 


of the laurels 
only in so far as 
the jeweler 

and the public 
are the winners. 


agen BO 




















pardon .: for pointing! 





This Arrow box produced for Kreisler, earned a major award for them. And it means a service 
badge for us. Every Arrow creation is planned, designed, and constructed to earn honors for 
service: @ Service to the Manufacturer —in meeting his specific needs. @ Service to the Retailer— 
in merchandising push and consumer pull. e Service to the Consumer -— in lasting beauty and 


utility. That package or display you‘re planning for the jeweler deserves this Arrow Service. 


SAGCCO=” and Displays in metal, cardboard, wood, glass, fabrics, leather 


Hoboken, New Jersey 


Arrow Manufacturing Company, 15th and Hudson Streets, 














PROCESS 


U. S. PATENT APPLIED FOR 
























After many years of experimenting, a new process that saves labor in z 
assembling ring findings, has been perfected by Karlan & Bleicher, Inc. | 


NO BINDING WIRES NECESSARY — a4 


Our new process eliminates the use of binding wires entirely before 
soldering. By the use of this exclusive K & B "New Process”, ring finding 
parts are interlocked into one unit ready for soldering. With the aid of 
' this unique method, greater manufacturing economies are effected in 
Seesdibling ring mountings. Accuracy, symmetry and pertection in every 
detail are achieved automaticity : pee : | 


& 


Onlyik & B ring findings are: plied vith this "Exclusive" feature. 
Inquiries invited. 2 








gt PENDING Pe eS | 
AVAILABLE IN ALL’ 
_KARATS AND COLORS” 
OF GOLD, PLATINUM 


~ an AND” DURO- PALLADIUM 
Note porticularly how all parts are perfectly interlocked. The ring uae . see GOW SUBJECT TO GOVT REGULATIONS 
so now ready for soldering. There is a wide variety id i 5g in this special 


series of ring <—— : : : ae ON id QUES T 


| ~ CREATORS: ‘ead DESIGNE RS i =RFECT” ecg FINDINGS | | 
_ To nanuracnES Ano omc 188 WEST F Ou N TT OTK a NEW. YORK CITY ; 


~ WE’ SELL EXCLUSIVELY 
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JAMES SCHULZ 


MANUFACTURER OF 


SCHULZ WATCHES 
Watch Cases and Watch Bracelets 


Announces the removal of his establishment on or 
about May Ist to more spacious and up-to-date 
quarters in 





304 EAST 45th Street 


NEW YORK 


The addition of latest type in machinery and 
equipment in our new plant will greatly increase 
production of our exclusive creations in unusual 
precious metal Watch Cases and Watch Bracelets 


JAMES SCHULZ 


MANUFACTURER OF WATCHES AND JEWELRY 


Established 1924 


15 WEST 47th STREET NEW YORK 
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The Wedding March has been played at record-breaking 
rate throughout the country in recent months. With this 
growing parade of brides, wise jewelers give increased 
attention to their displays of diamond rings . . . More 
and more dealers are turning to “Lovelight” Diamond 
Rings presented by A. Edward Fisher & Co. . . . These 
exquisitely fashioned rings, presented in comprehensive 
selections of solitaires and sets, are styled to sell profit- 
ably in the popular priced ranges. They offer the utmost 
in beauty, craftsmanship and quality. Inquiries Invited. 








We're proud to announce 


a new achievement 


in prectous metals 





. JACOBY-BENDER INC. 


a 


161 SIXTH AVE., 


“BIRTH of VENUS” 
by Botticelli 


band — in “precious Serek combinations. 


NEW YORK. CiY 








CREATION of ‘‘La Petite’’ 
: hy J-B 
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a Distinctive and dainty, yet thoroughly 
| dependable, is this expansion bracelet ite beacel 

for ladies. A worthy companion to thé tinctive: desigad of the links, the) nar- 
| oe - : : row width and the exceptional thinness - 
; Champion’ Prest-O-Flex for men. . | $6 the leuncter fsclf : 
| 1/20-12K gold filled Gop & bottom he ; 
j shells) on base of 860 fine silver. s 


From every angle ‘‘La Petite’ is an 
exquisite bracelet. Observe the dis- 
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| CHICAGO: 29 E. MADISON ST. - LOS ANGELES:. 
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SWAN H 


STERLING SILVER AND 
GOLD FILLED JEWELRY 
NATIONALLY ADVERTISED 


provide you with the opportunity 
to offer merchandise of better 
qualities, in keeping with the 
new spirit in gift buying, and 
the increased earning of 


your customers. 


(Reproduced are two current 
Swank National Advertisements) 
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FATHERS DAY 


(JUNE 21ST) 


and GRADUATION 


...will be days of deeper mean- 
ing this year, as will all anniver- 
saries, birthdays and other per- 
sonal celebrations. Swank 
fits logically into this pic- 
ture. Consistent national 
advertising directs cus- 
tomers to jewelry stores 
for the men’s jewelry 
they know and respect. 
Write for special 
newspaper moafs. 






Swank serves the armed 
forces by producing materials 
for war orders...and serves 

civilian morale by producing 

jewelry for men’s wardrobes. 


SWANK, INC. arrzoro, mass. 


NEW YORK OFFICE: 377 FIFTH AVENUE 
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Waterproof 


WATCH 
CANES 


Lhe first choice of 
leading manufacturers and gowelers 
who tnow that tl pays Co buy, sell, use 
the frroduchs of J.D. Watch Case Company, Ine. 


Factory and Offices: 121 Varick Street, New York City 


7 
Manufacturers of FIRST American Thin Waterproof Watch Cases ... FIRST American Ladies Waterproof Watch Cases .. . FIRST 


American Square Men’s Waterproof Watch Cases . . . FIRST Complete Line of American-Made Waterproof Watch Cases 
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RHODI-‘GEM 


REG. U.S. PAT. OFF. 


MOUNTING S AN D WEDDING RINGS 


Carved tu 


RHOUBIGOLD 


REG. U.S. PAT. OFF. 


Without RHODI-GOLD* there could be no RHODI-GEM* rings, for it is the 
permanent, whiter-than-gold brilliance of this precious metal that enables us to 
capture the true and long-lived sparkle of the diamond ... flashing beauty that 
never dulls. In their beauty and variety of design, in their fiery brilliance, 
RHODI-GEM* rings reach a peerless peak of beauty. Your customer will love a 
RHODI-GEM* ring instantly . . . and always. 


BIRTHSTONE RINGS « EMBLEM RINGS « MOUNTINGS ¢ WEDDING RINGS 


*REG. U.S. PAT. OFF. 


GOODMAN AND COMPANY 


42 W. WASHINGTON INDIANAPOLIS, IND. 
MAKERS oY wwaAnhe 1 XY JEWELRY SINCE 1903 
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FOR MEN, WOMEN AND CHILDREN 


The wearing of some means of identification is a 
requirement in some states and may become so in all. 
No better means of carrying personal identification 
has been devised than the wearing of a rugged 
Sterling Silver Identification Bracelet such as made 
by BRIGGS. 


BRIGGS Identification Bracelets have heavy gauge 
plaques—engraved or plain soldered links — are 
Rhodium plated to prevent tarnish—are top quality 
in every respect. Styles are plain, or mounted with 


authentic Army and Navy Insignia in wrist or anklet 
sizes for men, women and children. Priced from 
$1.50 to $5. (Keystone). 


Cash in on the war-time popularity of wearing 
Identification bracelets by selling good, reputation- 
building BRIGGS Bracelets. Your wholesaler can 
supply you. Ask for BRIGGS Identifications. 


D-F-BRIGGS COMPANY: wissichuserrs 


* * 
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The glowing beauty of pure gold is ageless ... even after centuries of exposure 


it does not tarnish or corrode. 


But pure gold is too costly (about $350.00 per cubic inch) and much too soft. How- 
ever, if alloyed with silver and copper to 14Kt quality, then properly rolled, it can be 
made six times harder than before (Brinell hardness rating increases from 35 to 210). 


HARD ROLLED GOLD IS USED IN KREMENTZ JEWELRY 


In Krementz jewelry, hard rolled 14Kt gold is used as an overlay on suitable 
foundation metals. That is why it lasts so long and always looks so well. Krementz 
jewelry costs less than you would think . . . and it is more economical in the end. 


Fortunately the U. S. A. has vast reserves of 
gold and ifs use by the jewelry industry does 
not hamper the war effort in any way. 


HOW TO INCREASE SALES 


Send for our new book ‘‘The Story of 
Gold,”’ giving a wealth of interesting 
facts about ‘the metal eternal.” It is 


free if requested on your letterhead. 


Tie and Collar Holder Sets — s : 
$3.00 to $7.50 — Cased : Many Styles—$3.50 to $10.00—Cased 
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Substitute for Quality 


Never has this oft repeated B & N 
statement been truer than it is 
today. The call for Quality Jewelry 
has never been greater. 

The bracelet illustrated is also 
available in gold on sterling. The 
locket may be had in matching 
locket and bracelet set. 

Check the complete Bugbee & 


Niles line at your wholesalers. 


Bugbee & Niles Company 


North Attleboro, Massachusetts 
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for these NEW TIMES 


NEW TIMEPIECES 


DiFENDER WATCHES are designed, merchandised and priced for 
today’s rigorous demands . . . Sponsored by specialists who have 
grown up with the waterproof watch business, this Defender Line 
offers a waterproof, shockproof model for every preference. The 
movements are accurate, the styling distinguished, the prices re- 
markably moderate. 


Models available in All Steel; Gold Filled Steel Back; and All- 
Gold Filled; 17 Jewels, retailing from $32.50 upward 


EDWARD L. STERN & COMPANY 


INCORPORATED 
610 FIFTH AVENUE Reekefeller Center, New York 
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This 1s not a Swan Song... . 
It’s the EAGLE’S CALL!! 


ae HE Jewelry Industry is going 
on and forward. At just this 
moment it is pausing, taking stock 
of its powers and possibilities, and 
mapping its course for the imme- 
diate future. 


The section of LeStage equip- 
ment that can be devoted to direct 
production for Victory will be 
so devoted. That part in which 
LeStage Jewelry Creations can 
still be made will be active, too. 


At this time we can only say that 
there will be a LeStage Line for 
you to sell . . . and sell profitably. 
On what materials it will be 
mainly based cannot yet be stated. 
That they will be the finest mate- 
rials obtainable for the purpose 
you can be sure. That into this 
new LeStage Jewelry will go the 


North Attleboro, 
Massachusetts 


> A. 







finest craftsmanship, you can be 
equally sure. 


Bear with us through this period 
of readjustment. We realize that 
your friendship has built our suc- 
cess in the past, so we shall do all 
in our power in the present, and 
for the future, to repay that 
friendship. 


Business cannot be “‘as usual,” but 
we can all pull together to do busi- 
ness “as UN-usual”... for the 
deep-down foundation of ultimate 
Victory is the survival of business 
and its ability to “pay the piper.” 


“Only the strong can win, and 
only the productive are strong.” 


So this pause for readjustment is 
no swan song. It is the call of 
the aroused and conquering eagle. 


Donald LeStage 
Donald LeStage, Jr. 


LeSTAGE MFG. CO. 
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Des igned for 
America’s 


: Fighting Men - 










GOVERNMENT TWILL 


WATCH STRAPS BY NEET 


In these popular khaki colors: 
OLIVE DRAB * CAVALRY BROWN * AIRWAY BLUE 





Strong, firm, smart, sunfast, sanforized-shrunk, cool and 
good looking, Government Twill is the ideal fabric for 


rough wear. And NEET craftsmen have fashioned it into 






a complete selection of the most striking, fast-selling 






watch straps you‘ve ever seen. Ready now for delivery — 







CONSULT YOUR WHOLESALER 







ARISTOCRAT OF 
WATCH STRAPS 
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KESTENMAN BROS. MFG. CO. 


150 €HEStaert St. ee eee PONCE, &. I. 


KESTENMADE © PEERLESS © SENTINEL 
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Itching for rapid-fire action? Then take a squint 
at the 2 Western watch straps shown up yonder 
on this page. Look at those massive, ornamented 
buckles and tips. Cast an eye over the handsome, 
deep-cut embossing. Pardner, this is the real McCoy 
—as authentic, as picturesque as one of Buffalo Bill’s / 
own saddles! See the “Western” and you'll see why 
it’s selling like wildfire wherever it’s displayed! 


SOLD THROUGH WHOLESALERS ONLY 


AVAILABLE WITH 


STERLING SILVER 


BUCKLE, KEEPER AND TIP 


THE WESTERN IS AVAILABLE IN 
STURDY JUNGLEHIDE AND 
STEERHIDE LEATHERS — WITH 
REGULAR OR WESTERN BUCKLES 


ra 


AM ERICA N STRA P CO. INC. - 50 WEST 17th STREET, NEW YORK, N. Y. 


29 E. MADISON ST., CHICAGO, ILL. * 220 W. 5th ST., LOS ANGELES, CALIF. 
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ORIGINATED BY SPEIDEL IN 1941 


ececceee eo AND STILL THE LEADER 


ALL PRECIOUS METAL @ 1/20 10-KT. ON STERLING 


PATENT NO. 2,262,967 








REGISTRAR, Model No. 8HI7. Au- GUEST, Model No. 7H89. Bell 
tomatic calendar clock. Rich brown alarm. Pigskin-grained Textileather 
wood case. Retail. ... $9.95* covered case. Retail . . . 86.95* 


*Plus Federal Tax. 


Ve ELECTRIC CLOCKS 


REG. U. S. PAT. OFF. 


ALL with the famous self-starting Telechron motor, sealed in oil for silence 





‘@ 


SAYS FATHER TELECHRON 


Iw aut his long life, Father Telechron has never 
been so busy before. He really looks like twins 
these days, because he’s doing double duty! 


With one hand, he’s producing accurate, depend- 
able electric timekeepers—and with the other, he’s 
turning out accurate, delicately balanced parts and 
instruments for America’s war machine. 


You can be sure, however, that the Telechron 
clocks he is able to deliver will have the same 
accuracy and dependability that have always dis- 
tinguished them in the past... . That’s a promise. 


and long life. Warren Telechron Co., Ashland, Massachusetts. 


PRICES AND SPECIFICATIONS SUBJECT TO CHANGE WITHOUT NOTICE, 
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Our advertisement in 
April 15 Vogue features 
two of many fast-selling 
numbers in the current 


line of jewelry by Ballou 


— including money clips; 


sdentification bracelets, 


necklaces and other items. 
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COMPELLING GRADUATION PROMOTION 
TIMES GOES INTO ACTION 
EN JEWELERS! 


e Now’s the time to check on your 
profit-plans for graduation — now’s the 
time people are getting set to buy! The 
tremendously powerful Gruen gradua- 
tion promotion is pushing these pros- 
pects toward your store. And if you 
pull as hard as we’re pushing you can’t 
help having a record-breaking gradua- 
tion season! 

With the wealth of tie-in material 
available—from posters, car cards, dealer 
mats, and recorded radio announce- 
ments to spring folders and store dis- 
plays—you’re all set to make the most 
of this dramatic sales opportunity. Put 
these helps to work for you converting 
prospects—made by Gruen nationa! 
advertising and the Gruen Graduation 
Contest — into customers! The Gruen 
Watch Company, Time Hill, Cincinnati, 
Ohio. In Canada, Toronto, Ontario. 





hain gee 
COPYRIGH ee is GRUEN WATCH COMPANY 
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SPEAKING OF 


ALES MANAGEMENT maga- 
zine had Ross Federal Research 
Corp. ask several hundred housewives 
in eight cities’ middle-class homes 
what—if anything—15 trade terms 
and abbreviations mean to con- 
sumers. 
The question, ‘““What is a jewel in 
a watch?” stumped a surprisingly 
high percentage; fact is, 28.9 per 
cent made an incorrect identification 
and another 28.9 per cent said they 






“| WANT A WATCH 
SA WITH YELLOW 
<P” JEWELS TO MATCH 
« MY DRESS {* 








didn’t know. Only a third of those 
who knew it was a ruby bearing could 
describe reasonably accurately what 
it was for. 

Cockeyed replies included: ““Num- 
ber of movements,” “the nails and 
screws,” “hold the insides of a watch 

“refers to 


together,” “a screw,” 
something in the back of 


karats,” “ 
a watch,” “number of little things 
that turn around,” “same as a wheel,” 
“how many works it has,” “it only 
beautifies the watch.” 

Fairly typical was this answer: 
“All I know is that the better the 
watch, the more jewels it has.” And 
although the correct answer, of 
course, is “No,” 93.4 per cent of the 
women answered “Yes” when they 
were asked if every 17-jewel watch 
was better than any 
watch. 


seven-jewel 


© © 
YSTERIOUS also to most 


women is the karat system. 
The majority—67.1 per cent— 
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THE 


JEWELRY TRADE 


seemed to realize that the karat 
somehow indicates gold content but 
very few knew how to use it as a 
measuring rod. 

To a considerable number, 100 is 
“par” and 18-karat therefore is 
rather inferior—less than one-fifth 
gold. Many of those women who con- 
sidered 18-karat a high rating offered 
such explanations as: “A lot of gold,” 
“pretty good gold,” “very expensive 
gold.” 

“The lack of knowledge of trade 
terms—and it is especially true of 
those terms which are supposed to 
be talking points for merchandise—is 
bound to have a deterring effect on 
buying,’ Sales Management de- 
clared. “If they lack that knowledge 
it isn’t their fault, it’s the manufac- 
turer's.” 


© 


F you attended the UHA conven- 

tion at Duluth last summer you 
probably saw 150 old and curious 
watches, some dating back to 1650, 
displayed by. their owner, C. A. 
Tucker, retired jeweler of Lincoln, 
Neb. 

Last month Mr. Tucker presented 
these watches, together with 150 
other pocket timepieces and a couple 
of hundred different clocks, to the 
University of Nebraska, which will 
preserve the entire collection in a 
special room in the campus library. 

When people inspect the Tucker 
collection they usually exclaim the 
mest over repeaters that strike the 
hour, quarter hour and minutes when 
a lever is pressed—and remark that 
such a watch would be serviceable at 
the movies or during a blackout. One 
repeater has a figure of Father Time 


Jewelers 
(ircular: 
Keystone 


APRIL — 1942 


whose scythe is struck by ‘a tiny 
cherub to time the hours. Another in- 
cludes within its silver case a small 
music box mechanism, in addition to 
its striking chimes. 

Tucker acquired his collection dur- 
ing travels about the country, as well 
as through advertising in the busi- 
ness press. 


o © 


LUSTY-VOICED auctioneer in 

one of those open front jewelry 
auction rooms along Times Square 
was doing his best to turn a specta- 
tor into a customer for the wrist 
watch he held aloft. 


“T have been offered $20 for this 
fine watch,” he bellowed. “. . . $20. 





... Will anyone say $25? ... Anyone 
at all?” . 

A young man, who was passing by 
on the sidewalk, deep imaconversation 
with a second yourg than, looked up 
cheerfully, said “Uwenty-five dol- 
lars” ina strong, pleasant voice, and 
then went right on talking to his com- 
panion as they continued on their 
way. 
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N effective publicity stunt has 
been inaugurated by LeRoys, 
jewelers, and a Los Angeles night 
club. Each week a picture of the in- 
terior of thé club is taken when danc- 
ing is in full swing. A blowup is 
made, and two couples, chosen at 
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random are circled with a chalked 
red heart. This enlargement is then 
displayed in the window, with the 
card “Lucky sweetheart diamond 
ring given away each week. If you 
are encircled in this photo you are 
the winner of this week’s diamond 
ring.” Diamond engagement rings, 
wedding rings, and sets are shown. 

People flock to the club in the 
hope of being snapped and it is 
doing a rushing business every night, 
as there is no regular evening for 
taking the picture and no one knows 
in advance when the photographer 
will appear. LeRoys, too, have found 
it profitable, as scores of young 
night-clubbers make it a point to 
have a look at the window every few 
days to see if they can find them- 
selves, and incidentally absorb the 
idea that LeRoy’s is the place to buy 
their rings. The night club pays half 
the cost of the ring. 
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66 OW many normal-size Green- 

brier sterling silver tea- 
spoons could be made from this 49- 
inch giant?” asked F. J. Preston & 
Son, Inc., Burlington, Vt., in a news- 
paper advertisement picturing Gor- 
ham’s one-gallon spoon in the Green- 


brier pattern. “It’s fun to estimate 
and your answers on the coupon be- 
low may bring you a solid sterling 
silver teaspoon free.” 

Most guessers visited the window 
display to see for themselves how the 
big spoon compared with the stand- 
ard-size. Nearest guess was 250, 
pretty close to the right answer, 264 
normal-size teaspoons. 

Besides estimating how many tea- 
spoons could be made from the big 
fellow, contestants had to tell in not 
over 30 words “Why would you 
choose sterling silver?’’ The winning 
remarks were, “Because durable, al- 
ways beautiful and in good style... 
satisfies the pride of the house- 
keeper.” 

William Preston awarded a tea- 
spoon in any Gorham pattern to 
writers of the 12 best letters. 
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MPORTANCE of having a watch 

that keeps accurate time was win- 
dow-featured recently by a Syracuse 
jeweler. Mounted on separate card- 
boards were three wrist watches, all 
going but only one of them showing 
the correct time. And here was the 
tie-in reading: 

Under the first watch—“This 
watch is slow. If yours has this time, 








"He says he just wants an estimate” 


you may be late for an appointment.” 


Under watch No. 2-—‘‘This watch 
is fast. You may have to wait for a 
friend on the corner if you follow 
its message.” 

And under the third watch—‘“This 
watch is just right. If yours agrees, 
you are on time. Why not have your 
watch inspected and keep it always 
on the mark?” 


An offer of free watch inspection 
and minor adjustments was mounted 
in the same window. Another section 
of the window showed some 1942 
watch styles, with the card: “Keep 
up with the times.” 
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VERY mother who comes to 

M & M jewelers of Spokane, 
Wash., day before Mother’s Day gets 
a potted plant from the store. 

Said Maurice M. Cohen of this 
activity, “It is a good will builder 
as well as a stimulant to immediate 
sales. Our newspaper and radio ads 
invite every mother of Spokane and 
vicinity to visit our store and receive 
a potted geranium with our compli- 
ments. We keep the plants in the 
back of the store wrapped in cello- 
phane. 

“Another idea we have used with 
success on Mother’s Day is to send 
the gift by Western Union, together 
with a Western Union Mother’s Day 
greeting, at no extra charge to the 
purchaser. This way of delivering 
the gift adds importanee to the pres- 
entation, and has resulted in a lot 
of extra business.” 
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AILY window display specials 
make window shoppers “regu- 
lars” at the Stackpole Jewelry Co., 
San Jose, Calif. Each day some good 
value is displayed and priced lower 
for that day only. Beside the “daily 
special” is a framed -card lettered 
“Look into this window tomorrow 
and see our display of —————,” 
with the name of tomorrow’s special 
lettered on a card and inserted into a 
special place in the sign. No price 
is quoted, however, for whatever is 
to be shown the next day, if it is 
something that appeals to the win- 
dow shopper, he is likely to make a 
point of returning the following day, 
when he sees not only that day’s spe- 
cial. but whatever else is shown in 
the window. 
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Federal Reserve Regulates Credit 


Sales of Watches, Clocks. Silver 


Minimum down payment of 33 1/3 per cent specified fer sterling 


and silver plate: of 20 per cent for watches and clocks 


DDITIONAL restrictions on installment buying 

of new and used merchandise came from the Fed- 

eral Reserve System last month and were effective March 
23, two weeks after their announcement. 

In general—at least insofar as they affect jewelers 
of Continental United States, except Alaska—the new 
curbs were less radical than had been anticipated. 

Customers who purchase silverware, flatware and hol- 
lowware whether sterling or plated, and agree to pay 
for it in two or more installments must make a minimum 
down payment of 33 1/3 per cent. In the purchase of 
watches and electric or any other type of clock for 
household or personal use, if payments are to be made in 
two or more installments, the purchaser is required to 
make a 20 per cent down payment. 

Also newly subject to the Federal Reserve System’s 
control is the installment sale of photographic equipment 
(still and motion picture cameras, projectors, lenses, 
shutters and enlargers), with a 331/3 per cent down 
payment required. 

Jewelers and other merchants who sell such merchan- 
dise under a conditional sales contract, a rental-purchase 
contract or any divided payment or budget plan must 
obtain a license before June 1, 1942, from the Federal 
Reserve Bank of the district in which their main offices 
are located. However, many jewelers are already 
licensed by the Federal Reserve System, since install- 
ment merchants handling radiés, phonographs and va- 
rious electrical appliances had to procure licenses be- 
fore last Jan. 1, and therefore will not have to enroll 
again. 

But merchants who are not at present registered and 
who sell watches, clocks, silver and photographic equip- 
ment on credit must now obtain a license. The procedure 
is simple. Merely write to your Federal Reserve Bank 
and ask for Form F. R. 563-a, which is the registration 
statement, fill it in, return one copy and keep another 
copy for your file. 

If you are in doubt as to which Federal Reserve Bank 
serves your district, call the bank where you deposit 
your money and find out. Federal Reserve Banks and 
Branches are located in Boston, New York, Buffalo, 
Philadelphia, Cleveland, Cincinnati, Pittsburgh, Rich- 
mond, Baltimore, Charlotte, Atlanta, Birmingham, Jack- 
sonville, Nashville, New Orleans, Chicago, Detroit, St. 
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Louis, Little Rock, Louisville, Memphis, Minneapolis, 
Helena, Kansas City, Denver, Oklahoma City, Omaha, 
Dallas El Paso, Houston, San Antonio, San Francisco, 
Los Angeles, Portland, Salt Lake City and Seattle. 

Supposing you operate a chain system, one registra- 
tion will cover your main place of business and all your 
branches, except if the latter are organized as separate 
corporate entities; in this event each subsidiary must 
file a separate registration statement. 

Instructions for filling in Form F.R. 563-a are given 
on the back of the form. Besides the form, the Reserve 
Bank will also send you copies of Regulation W as 
adopted Aug. 21, 1941; Amendment No. 1, effective 
Sept. 20, 1941; Amendment No. 2, effective Dec. 1, 
1941, and Amendment No. 3—the regulations that bring 
every credit jeweler into the fold—effective March 23; 
1942. 

Standard maturity for all credits subject to Regula- 
tion W was reduced March 23 from 18 to 15 months, 
except credits for residential modernization, plumbing, 
furnaces, water heaters, water pumps and pianos, which 
may still be purchased over 18 months’ time. Naturally, 
Regulation W does not prevent a credit-granting mer- 
chant from requiring the completion of payments within 
a shorter time than 15 months, or from requiring a larger 
down payment than the minimum specified. 

Here are some highlights of Regulation W, as now 
amended: 

Determining minimum down payment—The deferred 
balance must not exceed a certain percentage of the 
“basis price” of the article—80 per cent for clocks and 
watches, 66 2/3 per cent for silverware. The “basis 
price” equals the bona fide cash purchase price plus sales 
taxes, less trade-in allowance, if any. 

The “time balance”—This is the total owed by the 
purchaser as the result of the transaction. It is the 
“deferred balance” plus any finance charges or, interest. 
It is this entire amount, including carrying charges that 
must be paid within 15 months. The regulation does not 
control the amount of finance charges. 

Down payments that may be exrempted—A down pay- 
ment is not required when it would be $2 or less. Hence 
merchants may disregard the down payment minimum 
for clocks and watches selling for $10 or less, and for 

(Please turn to page 76) 
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VERY retail jeweler knows that marriages have 

been hitting all-time highs during the last several 
years and that 1941 was the “marryingest’’ year in 
American history. (See J.C.-K.’s annual review of U.S. 
marriages in the February, 1941, issues.) 

So now you must know what’s coming. Yes, sir, babies 
—for biology and history show that the birthrate follows 
the marriage rate up or down, one year later than the 
marriage rate. Last year, 1941, saw more little Ameri- 
cans born than any previous year, and children are tops 
on the nation’s 1942 Priority List. Shortages may be 
developing in steel, aluminum and nickel as the nation 
concentrates on preparing for all-out war, but we’re 
getting more, rather than fewer, babies. 

This news should mean a lot to the jewelry industry 
and should be considered in retailers’ and manufac- 
turers’ plans, for all these babies deserve, and the 
majority will get, jewelry store gifts soon after being 
born. 

Here’s proof of the stork’s activity during the last 


Mire babies due this year than ever before 


in U. S. history—so, if you’re not 


ten years, based on official figures: 


Year Babies Born Rate Per 1000 
2,074,042 17.3 
2,081,232 16.6 
2,167,636 17.2 
2,155,105 17.0 
2,144,790 . iia 
2,208,337. - 17.1 
2,286,962 17.6 
2,262,762 17.3 
2,353,988 17.9 
2,500,000 (est.) 18.8 


Take a look at the accompanying chart and you'll see 
how closely the birth rate (the number of births per 
year per 1000 population) follows the marriage rate 
(the number of marriages per year per 1000 popula- 
tion). Thus a year that has few marriages is followed 
a year later with fewer births, and a year of many mar- 


now promoting baby gifts, get going in time for... 


Lambert 


by JOAN CURTIS 


riages is the prelude to a year of many babies. As ex- 
amples of the former, consider 1918 with its few wed- 
dings and 1919 with few babies; the decline in marriages 
that began in 1924 and continued to 1932, accompanied 
by a decline in births starting in 1925 and reaching its 
lowest point in 1933; and the marriage dip of 1938 that 
preceded the decreased births of 1939. 

On the other hand, when the marriage rate soars so 
does the birth rate—about a year later. For instance, 
weddings were high in 1919 and births were high in 
1920. And when weddings turned about in 1933 and 
started the steady year-to-year increase that has con- 
tinued ever since with the exception of 1938, the birth 
rate began to climb a year later, in 1934, and has im- 
proved every year with the exception of 1939. 

Now the birthrate is rising still further and promises 
to zoom to new highs for 1942. Fact that 1941 had more 
marriages than any former year—200,000 more than in 
1940—will cause the birth rate to continue upward. 

Well, what’s it all mean to the jewelry business? 

Just this: The more than 2,650,000 youngsters that 
will join the American population this year present 
jewelers with the biggest “baby gift market” they ever 
had. More men are working, so parents and relatives 
can affords to buy the things they need and want for all 
the new babies. Workers are earning more, so parents, 
relatives and friends will buy more and better things 
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than they have for many years. The nation’s “save cam- 
paign” against waste will encourage the purchase of 
articles of good quality. 

Assuming that a jewelry store hasn’t put a great deal 
of selling power behind baby gifts but decides that 1942, 
with its big baby market, is the logical time to start, 
National Baby Week, April 26 through May 2, would be 
a likely occasion. National Baby Week, incidentally, is 
held each year during the week that includes National 
Child Health Day, or May 1. 

Of course, many jewelry stores have realized the spot 
and the cumulative importance of the baby gift business 
and have developed it as a profitable department. One 
such store is Black, Starr & Gorham, New York, which 
has noted a definite trend during the last several months 
for better quality baby gift-wares. Here’s a summary 
of this store’s chief baby gift suggestions, as outlined 
by Fred R. Seeley, advertising manager: 


SILVER 


Milk mugs—These often fall into the heirloom classi- 
fication, being. passed along from generation to genera- 
tion. The trend is to heavier weight and plain patterns, 
often. Early American and Early English reproductions. 

Orange juice cups—Smaller in size than the milk 
mug. Usually with gilding inside to resist fruit acids. 

(Please turn to page 88) 





FOR APRIL, 1942 





SHE jeweler may control inventory quantity but 

economic forces beyond his control affect inventory 
prices. When the price level at the close of a period is 
high, the conservative jeweler prices his inventory at 
what it actually cost. When markets are falling, he 
values his inventory at the prevailing market level de- 
spite higher costs. In other words, he uses cost or cur- 
rent market, whichever is lower. Despite this practice, 
a year of rising prices still may show a profit not earned 
by managerial effort, whereas, the next year, which in- 
herits a high-priced inventory, but experiences a decline 
in the price levél, may show a loss although the man- 
agerial efficiency is just as high. 

Now a method of computing inventory has been de- 
vised that its proponents say will eliminate this uncon- 
trolled inflation or deflation of earnings. The Treasury 
Department permits it in connection with income tax 
returns, which indicates its practicability. It is called 
the “last-in first-out’’ or “lifo” method of valuing inven- 
tory. A substantial number of retailers are now using 
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J. Jau Hire from Frederic Lewis 


what it stands tor 


The “last-in first-out’ way of computing 
inventory is being debated everywhere: 
will it save your store from paper 


profits and cushion against markdown losses ? 
by FRED MERISH 


it, and many others are planning to use it because they 
believe it offers the procedure through which purely 
theoretical profits and inflated values may be kept out 
of inventories and by which losses in future years result- 
ing from artificial mark-ups of current inventories may 
be cushioned. 

This monograph defines the fundamentals of “‘lifo.”’ It 
is not offered as a clarion call to jewelers to change 
their methods of valuing inventory, but “lifo” is being 
used by many experienced retailers and queries in recent 
months show great interest about it among jewelers; 
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hence, readers may be interested in learning its details. 

In the past, the “first-in-first-out” method of valuing 
inventory, or “fifo,’ has been used by most jewelers. 
This method thinks of the buying and selling cycle as 
beginning with the purchase and ending with the sale. 
It considers that the first goods received are those first 
sold. To clarify, consider this simple example of a year’s 
operation, in which it is assumed that prices have ad- 
vanced during the year, and that the physical volume of 
inventory on hand is the same at the end of the year as 
at the beginning: 


STATEMENT NO. 1 








DOR hs cdsw aes 66 go e600 0s 0B ans selling price.......... $24,000 
Beginning inventory ........... (cost)........$10,000 
UREN ors coh akc caw sclsiesiowas COORE DE as 50 <a 12,000 
$22,000 
Less ending inventory .......... C) Seer 12,000 
CURE OD hac ocae 40 s0seben au daenseresouegs 1st 
DRA GU IIE co ian. coves nccc cece tdeccensndesescne cee 
Overhead eXPpenses .......ccerecccccccccccceccececes 11,600 
Wet FORE Om GAlED 3.6.6. og ss vee won sicin neice ove cele $2,400 


The jeweler’s books show a $2,400 profit but $2,000 
of this is represented by the difference in value between 
opening and closing inventory. Hence, it is only a paper 
profit. It is a business axiom that profits should not be 
counted until they are cashed, and that brings us to the 
reason why of “lifo.” Suppose the market during the 
next period drops below the price that was actually paid 
for the inventory, then the jeweler under the old method 
must reduce the valuation of his inventory and auto- 
matically cut his net profit. Economic forces beyond his 
control nullify more or less his most efficient managerial 
efforts. _ 

Now, consider this simple example of “lifo,” which 
reverses the concept of buying and selling as found in 


“fifo”: 
STATEMENT NO. 2 


ee es ee eee selling price.......... $24,000 
Beginning inventory ........... Co 3 Beer $10,000 
NMED, vos Cake siencnca's ce cene COORG). 6s sina 12,000 
$22,000 
Less ending inventory .......... i) eee 10,000 
COOL GF NOE css coon eck cle ecawaneeetaewastecasnvets $12,000 
Margin on nales 2.0.0.0. cscceccecncccsccmcescecees sGkaOD 
Overhead expenses .........cccececeecsccccecceseees 11,600 
$400 


Net profit on sales .............sseeeceeeeeereeeeeres 


Here, the opening inventory is considered like a fixed 
asset, and current sales are matched against subsequent 
purchases instead of against the original inventory. Then 
the value of the stock on hand is not inflated by price 
increases, but is varied only by a change in physical 
volume. On statement No. 1, most of the profit results 
from the difference in value between the opening and the 
closing inventory because of the increase in cost that has 
occurred. On statement No. 2, the current cost is matched 
against current sales because the closing inventory is 
figured at the price level of the original inventory. 

A graphic illustration would be to fill a tank with oil 
until is overflows; the overflow is the last oil poured in, 
or the most recent purchases at higher costs, which 
move out first at higher prices. Thus margins are kept 
from being unduly inflated, while the oil that remains in 
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the tank represents the first that was poured in, or the 
inventory bought at earlier and lower prices. Thus, the 
higher cost inventory comes to market first, while the 
lowest cost inventory forms a cushion against a future 
downtrend of prices. The selling cycle, under “lifo,” 
begins with the sale and ends with replacement cost. 
Under “fifo,” the cycle begins with the purchase by the 
dealer and ends with the sale to the consumer. Under 
“fifo,” goods bought at substantially lower prices than 
currently prevail at wholesale may show a nice profit as 
the lag between wholesale and retail prices is closed. This 
is not really true profit because it makes no allowance 
for the loss experienced when deflation follows inflation, 
and retail margins disappear as wholesale prices head 
downward. “Lifo” gives a lower cost of sales and higher 
income in period of falling prices, a higher cost of sales 
and lower income in period of rising prices, thus eliminat- 
ing the erratic and artificial see-sawing of profit ‘and loss. 

The difference in procedure between “fifo” and “lifo” 
may be summed up as follows: 

First-in-first-out—The inventory at the close of the 
period is considered to be the stock most recently ac- 
quired and any increases in cost increase the value of 
the inventory on -hand. 

Last-in-first-out.—The closing inventory is computed 
on the basis of the cost prevailing at the opening of the 
period covered by the inventory. Any increase in the 
physical volume of inventory is figured at the cost of 
goods purchased during the year in the order of ac- 
quisition or on the average cost of purchases in the entire 
year. The Internal Revenue Department permits either 
method for the purpose of computing taxes. 

Some modification may be needed to fit your needs. 
For example, the attempt to calculate in terms of units 
of merchandise of like character or specified types is 
practically hopeless, but the jeweler can think of a 
definite type and quality of goods at the beginning of 
the year in terms of dollar value, comparing it with the 
dollar’s purchasing power for similar goods at the end 
of the year and in this way measure the price change in 
inventory dollars. Some advocate using the term “equiva- 
lent dollars.” Thus, certain authorities, to handle any 
differential, are suggesting the development of a price 
index to evaluate the dollars of ending inventory in rela- 
tion to equivalent dollars of beginning inventory. 

To give a complete picture of “lifo,”’ we list the advan- 
tages claimed for it by its sponsors: 

(1) It eliminates profits that are only book figures 
due to an increase in inventory value which may never 
be realized because a slump may step in to burst the 
bubble. 

(2) It allocates profits more nearly to the years in 
which they are realized, rather than to years in which 
profits are over-stated because of inflation in the value 
of inventory. 

(3) It tends to take the bitter out of mark-downs in 
a declining market because a cushion has been provided 
against inventory losses. 

(4) It minimizes the influence of the changing price 
level in determining profit, thus tending to eliminate the 
sharp peaks and valleys of earnings. 

(5) It tends to show operating results on the basis of 
managerial efficiency by removing the factor of fluctuat- 

(Please turn to page 74) 
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With civilian radio production halting 
April 22, jewelers must put extra selling 
energy behind other sorts of articles. 


ee O more radio sets for sale to the general public 
till the end of the war,” says Uncle Sam. “I 

need all the radios that can be built to equip my fighting 
men—my tanks—my planes—my ships. 

“No more typewriters—I need those factories and 
their specialized equipment for important war work. 

“No more goods of which copper or nickel, or tin are 
the principal components (which means a lot of jewelers’ 
merchandise )—I need those metals for my war ma- 
chine.” 

And every loyal American cheerfully says, “Aye, aye!” 

But what are you going to do about those empty 
shelves where your radios and other unobtainable mer- 
chandise used to be displayed? Are you just going to 
let them stand empty and idle—doing nothing to pay for 


How can this "lost'' department best be used now? 
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. . « Or this, with many appliances "out"? 








Replacing 
“Blacked-Out” 
Departments 








Radios, typewriters, appliances 
may be casualties of war, 
but expanded giftwares activity 
will help maintain volame 







the space they occupy, and a constant eye-sore to both 
yourself and your customers? 

Why not use that space for merchandise that you can 
get, in order to replace the needed sales volume formerly 
produced by these other items which now are unavoid- 
able casualties of the war? 

Fortunately, there is a considerable list of such goods 
which are entirely appropriate to the jewelry store— 
goods which, in fact, are now being successfully and 
profitably handled by many fine jewelers. Furthermore 
they are things which in no way interfere with the war 
effort, and on which no restrictions or shortages are in 
sight. And finally, they carry a margin that makes them 
attractive under jewelry store conditions. 

For example, why not put in a line of glassware and 
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china? Here are two classes of goods which offer a per- 
fect tie-up with the silverware which is so important an 
element in the business of practically every jeweler. 
When the bride starts buying the equipment for her 
new home, china and glassware are right alongside the 
silver on her list. 

What could be more logical than for her to get all 
three at the same place? All three are essential parts of 
the picture that she wants her table to present, which 
means that all three should not only be beautiful in 
themselves but should harmonize with each other. She’s 
going to come to you for the silver—why not take ad- 
vantage of the opportunity to sell her the rest of her 
table equipment at the same time? Many jewelers are 
already doing so with marked success (see, for example 
pages 68 and 70 of THe Jeweters’ CircuLar-KeysTone 
for January) and find that not only is the plan a direct 
profit builder, but that it is also looked upon by the 
bride as an appreciated service. 

But that is only one of the many possibilities for the 
profitable use of that space now occupied by goods that 
will soon be vanishing from.the market. Another is the 
installation of a giftwares department. The jeweler has 
always obtained the greater part of his business through 
the sale of merchandise for gift purposes—the jewelry 
store is traditionally the headquarters for fine gifts. 
Why should the jeweler limit the range of his customer’s 
choice to diamonds, watches and silver? Why shouldn't 
he make his store headquarters for fine gifts of all kinds? 

There are on the market literally hundreds upon hun- 
dreds of beautiful and distinctive articles of glass, of 
pottery, of leather, of wood and other non-strategic 
materials of a quality and artistry worthy of the finest 
jewelry store—many of them in price brackets that 


Here's one answer 
to maintain jewelry 
store volume during 
wartime; giftwares 
manufacturers can 
get materials they 
need, and the pub- 
lic certainly has 
the money to spend. 
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enable the jeweler to tap a huge market that he cannot 
reach with his diamonds and watches. 

That doesn’t mean that the jeweler should fill his 
shelves with a lot of cheap “nifty giftys’. Far from it. 
He should select lines of quality and distinction, but he 
can find plenty of really fine things in the gift markets 
to retail at three or five or ten dollars—and there are 
hundreds of people who can spend three or five or ten 
dollars for a gift against one who can afford to give a 
piece of gold or platinum jewelry. 

Here is a field with splendid possibilities for the 
jeweler, as many of them have found when they tried it. 
Moreover, not only is a well-managed giftware depart- 
ment profiable in itself, but it is a great traffic builder 
and account opener. Many people who otherwise might 
hesitate to visit you when they have only a few dollars 
to spend will come in to shop and browse in the gift 
department. Some of them wind up by buying some- 
thing on the very first visit from the main section of the 
store. Others who get acquainted with you through tke 
medium of a giftware purchase develop into jewelry 
customers later. 

The jeweler has a big advantage to start with in the 
merchandising of giftwares because of the prestige of a 
box with the name of a good jewelry store. The donor 
feels that her gift, when it is done up in a nice white 
box with the name of Jones the Jeweler on the cover, 
has a certain air of quality that’s lacking when the label 
is that of the Mammoth Department Store, or Ye Olde 
Pinke Puppe Tea Room and Gifte Shoppe, and the 
recipient is correspondingly impressed far more than she 
would be by the same gift from one of the other places. 

But, of course, you must maintain that prestige by 

(Please turn to page 89) 

















Vitamins for 


Those Important 


Window Displays 


Light tones and a cool, fresh, 
immaculate appearance. 
in keeping with the spring season. 


will capture shoppers’ attention 


by VIRGINIA DIXON 


BOUT this time of year businesses, like people, 
often need a bit of a spring tonic. In such in- 
stances, a smart, clearly outlined promotional campaign 
would seem to be the equivalent of the traditional sulphur 
and molasses. In this freshening up of plans for better 
business, we mustn’t neglect to freshen up our faces 
too—our windows. Let’s get out the paint brush and 
some gay colors and spruce up the windows themselves. 
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Brand-new offerings are the theme of this display 


And then get some fresh ideas, as well as fresh paint 
into the displays. 

Spring, they tell us, is a state of mind—a state of 
mind brought about by the chirp of the first robin, a soft 
zephyr breeze, the glimpse of a perky crocus peeping 
through the snow, or a gay window of bright new spring 
merchandise. The coming of spring brings to every 
woman’s heart the desire for new dress for both herself 
and her home. Her spring costume is not complete with 
out a pretty jewel to set it off. She can’t afford a new 
set of furniture each year, but she can buy a silver bowl 
or a china breakfast set! 

Capture the capricious attention of your customers 
with a complete change of ideas and dress in your win- 
dow displays—new backgrounds in lighter, brighter 
colors, a new series of stimulating sales ideas and atten- 
tion-getting decorations and fixtures. 

Keep these displays cool, fresh and sparklingly im- 
maculate in appearance. As Nature bedecks herself in 
her fresh green dress and takes on that “out of the band- 
box look,” so must we bedeck our windows. The deep 
colors and dark woodwork which looked so rich and 
handsome during the winter, look only hot and stuffy 
now. A covering of fresh paint or fabric in some light 
spring shade is needed for your background. 

- If you have a wood-work background, wall-board 
panels—either painted or covered in fabric—may be 
fitted right over the wood. In covering or recovering 
background panels with fabric, less expensive material 
may be used for spring than would be suggested for 
fall or winter. Smooth-surfaced cotton or cotton-and- 
rayon materials would be more attractive and appro- 
priate than pile fabrics such as velveteen or duvetyn. 
Good background colors for spring are light green or 
blue, tan, gray, rose beige or even light pink if it is 
neutral in tone. Brighter colors should be reserved for 
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spots in the individual displays. 

Your old elevations and display stands may be re- 
painted or recovered to match the background or you 
may want to use something new. The newer glass and 
plastic fixtures are good because they do not impose 
themselves,on the attention in competition with the mer- 
chandise as more elaborate fixtures do. They permit 
attention to be focussed on the goods for sale, while still 
making practical and good-looking fixtures. 

Display designs for spring should play up spring 
clothes, spring decorating, sports, flower shows, table 
settings, and any other seasonal activities of your com- 
munity with which jewelry merchandise may be logi- 
cally associated. 

Let your silver and china displays capitalize on the 
spirit of competition which no doubt exists in the social 
life of your community. Not only the life of trade, com- 
petition is often the life of the parties given in your 
community. Novel suggestions for serving and decorating 
will find instant appeal. Use complete table settings 
when possible; place settings if your window is small; 
flower arrangements for centerpieces and serving acces- 
sories for every course. 

New merchandise is the theme of the first display in 
the accompanying sketches. Artificial boughs of spring 
blossoms extend from the side walls forward into the 








window. A small bird’s nest complete with mama bird 
and several baby birds rests on one of the branches. Air- 
brushed cloud cut-outs on the backg: ound carry the copy 
“Just arrived!” Grass matting could be used for the 
floor of the display or a floor pad covered with spring 
green fabric. Matching elevations support merchandise. 
Background should be blue. The birds and nest may be 
obtained complete from a display supply house or you 
can make the nest yourself and use small, stuffed or 
wood birds from the 5 and 10 or a toy store. 

A flower-decked miniature May-pole with gayly 
colored ribbons extending to small pads holding pieces 
of jewelry forms the center unit of the jewelry display 
in the second sketch. Single flowers are scattered across 
the background. Grass matting is used ‘for the floor. 
Cylinder elevations at the sides hold more jewelry pieces 
on display pads. The May-pole can be easily made in 
your own store. The pole may be nailed to a flat base 
which can be concealed under the grass matting. The 
ribbons are attached to a slender hoop. 

A greeting card is brought to life for a Mother’s Day 
display suggested in the third sketch. One half of the 
large card is used for the copy and the other half frames 
an arrangement of flowers and a candle on the elevation 
which supports the “card.” A ribbon scroll winds 
through the card and is tacked to the background. 








Ribbons lead from the 
flower-decorated May- 
pole to velvet pads on 
which jewelry is shown. 









The left half of this 
Mother's Day "greeting 
card" frames an ar- 
rangement of flowers 
in a silver bowl and a 
silver candlestick. 
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Four Ways to 


Make Customers 


Of “Teen-Agers 


Gift consultant service, “‘swing club’’ 
broadeasts, young people’s style show, 
student sales representatives— 

all build sales to high school students 


by EUGENE A. CONKLIN 


EEN-AGERBS are not jewelry conscious. But there 

is no good reason why they cannot be educated to 
become equally as proficient in purchasing jewelry and 
accessories as in picking out their wardrobes. 

They may not have much money to spend today, but 
if you “catch ’em while they’re young’”—when they’re 
just beginning to form their habits—they’re pretty 
likely to stay with you as they grow older and come to 
you when they’re ready for the engagement ring, the 
wedding ring, the silver, and so on. 

Building and cementing contacts with the young folks 
pays long-run dividends in the years to come, that are 
far beyond the immediate business. And even the im- 
mediate business that can be developed by cultivating 
this market is by no means to be despised. 

Here aré some ideas that other jewelers have found 
successful in this direction. 

The first is to set up a young people’s “Information 
Please” bureau in charge of an experienced salesman or 
saleswoman who knows and likes boys and girls. This 
bureau functions as follows: When Johnny High- 
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Schooler is in the market for the annual Christmas, birth- 
day, or other present for his beloved or “‘steady-date,” he 
breezes into the bureau, states the condition of his 
exchequer and the type of girl he has in mind, whereupon 
the salesman makes suggestions and trots out appro- 
priate merchandise. Girls in the high school bracket 
who want to give the boy-friend a going away to college 
gift or remember his birth-date follow the same pro- 
cedure. It is a good idea to have both a man and a woman 
available for handling these queries because sometimes 
the giver prefers to have a heart to heart talk with his 
or her own sex, while others may feel that some one of 
the same sex as the recipient of the gift is better qualified 
to advise as to what would be most acceptable. 

This information bureau can also aid parents, and 
other relatives and friends in discussing suitable presents 
for college-farewells, graduation gifts and rewards for 
fine scholastic marks. In short, it serves as advisor on 
all gift purchases for teen-agers. 

Another service the bureau can perform is in working 
with school officials and coaches to suggest trophies, em- 
blems, and so on, for high school, track, football, and 
other teams. The coaches and student bodies might as 
well purchase their prizes and awards from you as from 
a manufacturer, and they are likely to do so if your 
“Information Bureau” contacts them and makes valuable 
suggestions in this regard. 

Finally the bureau may serve as consultant on pur- 
chases of watches, cameras, jewelry (tie-pins, cuff 
links, etc., for the boys as well as the feminine items), 
by high schoolers themselves, offering advice on economi- 
cal and servicable items of merchandise. 

Another suggestion that has proved helpful in building 
business with young people is the holding of a “Swing 
Club” radio broadcast once a week direct from the 
jewelry store, if possible. Almost every jewelry store 
handles radios and many handle records as well, or can 
readily secure latest releases. The program may consist 
of a “hit parade” of five or ten favorites played by 
recordings of various high-ranking orchestras. Reason 
for using recording broadcasts is that high schoolers 

(Please turn to page 79) 
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World famous cellist 


SEPH SCHUSTER 





MISHEL PIASTRO 
CONDUCTOR 
of the Longines Symphonette 


JOHN CORIGLIANO 


Famed American violinist 


Longines Program Acclaimed 
Finest Radio Concert of the Week 


The new Longines Program now on radio sta- 
tions nationally is acclaimed by radio and 
music critics as ‘‘the finest radio concert of the 
week.” The distinguished NV. Y. Times made 
the Longines Program the subject of a 3 column 
feature story Sunday, March 22, and is one of 
many newspapers which regularly lists it in 
the ‘‘feature’”’ box. 


A Unique Radio Idea 


The Longines Program is built around a unique 
radio idea—to play the best loved music—as 
the composers wrote it—by the finest orchestra 
it is possible to assemble. The orchestra is the 
Longines Symphonette, a group of the world’s 
finest musicians, each a first desk man from the 
famed N. Y. Philharmonic-Symphony and 
every man a great artist and soloist as well. 


Mishel Piastro and Soloists 


Mishel Piastro, world-famous violinist and asso- 
ciate conductor of the Philharmonic-Symphony 


is conductor of the Longines Symphonette. 
Frequent solos are presented by Mishel Piastro 
as well as John Corigliano, young American 
concert violinist, Joseph Schuster, world-famous 
cello virtuoso, and others. 


The World’s Most Honored Music 


The World’s Most Honored Music is an ideal 
vehicle for advertising Longines, the world’s 
most honored watch, winner of 10 world’s fair 
grand prizes, 28 gold medals, and more honors 
for accuracy than any other timepiece. Each 
program of the World’s Most Honored Music 
in your community will advance the prestige of 


Longines Watches, and the prestige and repu- ° 


tation of Longines-Wittnauer Jeweler Agencies. 
The Longines Programs of the World’s Most 
Honored Music are now an established unit in 
the comprehensive Longines-Wittnauer gen- 
eral advertising campaign. Longines- Wittnauer 
Watch Co., Inc., 580 Fifth Avenue, New York. 
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goblet. A drinking vessel usually bel- 
lied. The bottom of the body is 
egg-shaped and supported on a 
baluster or straight stem and a 
foot, usually round. 

godroon. See GADROON. 

goethite (ger’tite). Anhydrous iron 
oxide often crystallizing in thin 
needles, which are then included in 
rock crystal making a _ sagenitic 
quartz. 

going barrel. Mainspring barrel in a 
watch, with gear teeth on its cir- 
cumference; the barrel turns on 
barrel arbor pivots, which are sta- 
tionary except during winding of 
spring. See FUZEE, MOTOR BARREL. 

going train. In striking clocks, the 
gear-train that is part of the time- 
keeping side of the movement, as 
distinct from the striking train. 

goleonda (goll-kon-dah). A term 
which is sometimes applied to old 
Indian diamonds of fine quality. It 
is derived from the name of a city 
in India which was once a center 
of the diamond trade. 

gold. A yellow-colored metallic ele- 
ment used for coins and jewelry 
since prehistoric times. Most mal- 
leable and ductile of metals, gold 
may be beaten into sheets as thin 
as .000004 inch and an ounce of 
gold may be drawn out into 50 miles 
of wire. Unalterable by heat, air or 
most corrosive agents, it forms one 
of a group of noble metals; the 
metal is, however, dissolved by 
aqua regia, a mixture of strong 
nitric and hydrochloric acids. Pure 
gold melts at 1062° C., and boils in 
electric arc furnaces at 2530° C; 
its specific gravity is 19.5. Pure or 
fine gold is too soft for ordinary 
use, and it is hardened by alloying 
with copper, silver and other 
metals. 

gold-backed. Jewelry made of lam- 
inated stock comprising an under 
layer of gold, with a layer of plati- 
num exposed to view, for platinum 
appearance at less cost than solid 
platinum stock. 

gold beating. The ancient art of pro- 
ducing gold leaf. For sign-painting, 
lettering, etc., an alloy of 23 karat 
gold is cast into small oblong 
ingots and reduced by a rolling 
mill to a ribbon 1/800 inch thick. 
Lengths one inch square are sepa- 
rated by ox membranes (goldbeat- 
ers’ skins), placed in a mold and 
beaten with a 16-pound hammer; 
successive cuttings and beatings 
produce an extreme thinness. For 
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certain embossing an 18 karat alloy 
is used; for stamping hat-bands, 14 
karat. 

gold chloride. A combination of chlo- 
rine and gold, produced by action 
of hydrochloric acid on gold; the 
resulting salt is largely used in 
making solutions for gold electro- 
plating. 

gold filled. This term and rolled gold 
plate refer to articles made of base 
metal, upon one or more sides or 
surfaces of which a sheet or sheets, 
or shell of karat gold is affixed by 
soldering, brazing, welding or other 
mechanical means, these sheets or 
this shell of gold being rolled, 
drawn or pressed to the marked 
ratio before uniting with the base 
metal. The term gold filled is used 
when the karat gold covering the 
article is 1/20 or more of the total 
weight; for thinner platings the 
term rolled gold plate applies. In 
both cases the gold must be of at 
least 10 karat fineness and the 
fractional karat gold content must 
be shown; as “1/10 14K gold filled” 
or “1/30 10K R.G.P.” 

gold leaf. See GOLD BEATING. 

gold nugget. A water-worn mass of 
vein gold found in a stream bed or 
former stream bed. More or less 
rounded depending upon the amount 
of wear and distance of transpor- 
tation. 

gold opal. An alternative name for 
FIRE OPAL, possibly somewhat 
lighter and more yellowish in tone. 

gold plate. See ELECTROPLATE, GOLD 
FILLED, ROLLED GOLD PLATE. 

gold quartz. Usually a milky-looking 
quartz containing streaks and 
masses of gold. Often polished and 
used as a gem, especially in gold- 
producing regions. 

gold scales. A pair of balance-scales, 
well made but usually not of pre- 


Gold Scales 


cision type, for use with Troy 
weights, in the jewelry trade. 





gold solder. Alloys of gold, silver and, 
for special uses, other metals; used 
for “hard” soldering gold work. 
Generally, the karat-fineness of the 
solder must be from two to four 
karats less than the gold to be 
soldered so that the solder will flow 
before the heat required for this 
would melt the work too. Gold sold- 
ers, as marketed, are marked at the 
karat of the work they should be 
used on; “14K” solder is for use 
on 14K gold work; the solder it- 
self is about 12K fine. If for any 
reason solder is wanted of same 
karat as the work, this can be ob- 
tained by ordering “assay solder” 
of the karat number of the gold to 
be soldered. 

gold-spring. I.. chronometer escape- 
ment, a flexible strip of gold, 
fastened at one end to detent-body, 
its free end protruding slightly 
beyond end of detent, to be pressed 
against by unlocking jewel for un- 
locking the escapement, the gold- 
spring giving way at alternate 
beats to allow a “dumb vibration,” 
when escapement is not unlocked 
and no impulse is given. 

goldstone. See AVENTURINE. 

gold topaz. Erroneous name for light 
yellow-brown quartz. See TOPAZ and 
SPANISH CITRINE. 

golden beryl. Yellow to yellow-brown 
beryl. 

Golden Dawn diamond. A 133-carat 
diamond found in the Vaal River 
in 1913 which was cut into an 
American-cut brilliant of 61% 
carats. 

golden sapphire. Yellow sapphire. 

golden stone. Yellow-green peridot. 

goniometer (gon’nee-om”meet-er). An 
instrument for measuring the 
angles between the plane faces of 





Goniometer 


a solid, usually crystals. Gemo- 
logically it can be used for mea- 
suring the angles of facets and for 
determining the refractive index of 
transparent solids, and of immer- 
sion liquids. 

goodletite. Name given to the Bur- 
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Hadley Men's Jewelry is new in the 
sense of modern, mannish styling. For 
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A JEWELERS' DICTIONARY 
(From page 62) 


mese marble matrix in which rubies 
occur. 

gooseberry stone. Grossularite, in ref. 
erence to a common yellow-green 
color of this garnet species, whose 
name is derived from the Latin 
name for the gooseberry family. 

gorgulho. Brazilian term for diamond- 
bearing quartz gravel river de- 
posits. 

goshenite (go’shen-ite). A colorless 
beryl, originally named for Goshen, 
Mass., where some was found, but 
the name is not used at present. 

gota de aceite. “Oil drops,” the first 
quality of emerald. 

goutte d’eau (goot doe). 
topaz, “drop of water.” 

goutte de sang (goot-duh-song). Red 
spinel, “drop of blood.” 

gouverneurite (goo-vair-noor'ite). 
Brown magnesia tourmaline from 
Gouverneur, N. Y. 

grace cup. See MAZER. 

Graham escapement. Clock escape- 
ment invented by George Graham, 
of London, Eng., about 1715; prin- 
cipal characteristic is pallets with 
locking faces concentric with pallet 
center, making of it a dead-beat 
escapement. See DEAD-BEAT ESCAPE- 
MENT. 

Graham, George. English horologist, 
1673-1751. Inventor of dead-beat 
clock escapement, mercurial com- 
pensating pendulum, and cylinder 
escapement in its final form. Gra- 
ham was honored by burial in 
Westminster Abbey. 

grain. (1) Unit of Troy weight, used 
for weighing precious metals, 24 
grains (gn.) = 1 pennyweight 
(dwt.) A one-carat gem weighs 
3.08647 grains Troy. (2) Unit of 
weight for pearls, equal to one- 
fourth carat; therefore, four pearl 
grains = one carat. (3) Term com- 
monly used in diamond-polishing to 
refer to cleavage directions. 

grainer. A diamond which weighs one- 
fourth of a carat; a “two-grainer” 
weighs one-half of a carat, a “three- 
grainer” three-fourths of a carat. 

grain marks. Streaks on the face of 
a cut diamond which indicate the 
direction in which the polishing lap 
ran as the face was being polished. 
Also known as running marks. On 
the rough grain marks would be 
the octahedral indications on the 
faces: the cleavages and the stria- 
tions. 


Colorless 





A GLOSSARY OF TRADE TERMS 


This is the 17th installment of a 
comprehensive dictionary of trade 
and technical terms used in the 
jewelry industry. Succeeding sec- 
tions will be published every month 
in these pages. It will be useful to 
preserve a file of the numbers con- 
taining the various installments. 
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grain tin. The purest variety of block 
tin, advisable for use in making 
laps for polishing steel watch parts 
with rouge or diamantine. 

gram. Unit of weight in the Metric 
system, based on the weight of one 
cubiz centimeter of water. It is 
equal to 15.482 Troy grains. One 
kilogram, 1000 grams, equals 2.2046 
pounds. 

grandfather clock. Popular term for 
a long-case clock with 
seconds pendulum, case 
six feet or more in 
height, and, most strict- 
ly speaking, of “colo- | 
nial” design with base 
and head larger than 
the “waist” between 
them. 

grandite. A coined combi- 
nation of grossularite 
and andradite suggest- 
ed for garnets of com- 
position intermediate 
between the two. 

grandmother clock. Popu- 
lar term for a clock like 
a “grandfather” clock 
but of considerably less 
height. 

granite. A fairly coarsely 
crystalline rock com- 
posed essentially of 
potash feldspar and 
quartz, usually with a few acces- 
sory dark minerals like mica, etc. 
See PEGMATITE. 

granulating. Forming melted metals 
into grains for alloying, by pouring 
the metal slowly into a large ves- 
sel of water. 

granulation. An ancient jewelry art 
by which small gold particles ad- 
here to the surface without evi- 
dence of solder. 

grapefruit spoons. See ORANGE SPOONS. 

graphic granite. An intergrowth of 
large crystals of quartz and feld- 
spar found in pegmatites, in which 
the quartz crystals are so ar- 
ranged that their cross-sections re- 
semble cuneiform writing. Also 
known as HEBREW STONE. See PEG- 
MATITE. 

graphite. Natural crystalline carbon, 
used for making crucibles for melt- 
ing metals in jewelry work and to 
a limited extent as a component of 
lubricants for clocks. Black specks 
in diamonds are often called 
graphite. 

graver. A cutting tool used by hand, 


EE aE 


Grandfather 
Clock 


Above—Turning Graver; 
Below—Engraver's Graver 


for engraving, or for turning work 
in a lathe. See BUR IN. 

graver sharpener. Tool for guiding 
gravers being sharpened on oil- 
“stone to produze dead-flat faces; 


essentially an adjustable graver 
holder mounted on a roller which 
rolls on the oilstone and guides the 
work. 

gravity escapement. Clock escapement 
in which impulse is given pendulum 
directly by a weight, which is lift- 
ed previously by power from the 
train; principally used in tower 
clocks; invented by E. B. Denison, 
1851, for the “Big Ben” clock on 
Parliament buildings, London. 

gravy boat. A table appointment for 
serving gravy. Usually oblong in 
shape, with a lip for pouring at 
one end and a handle at the other 
end. .. 

gravy ladle. A small ladle used in 
connection with a gravy boat or 
tureen. 

gravy tureen. A table appointment for 
serving gravy or sauces. Made 
oblong or round with a cover. 

gray finish. (1) Horology. A type of 
finish for metal parts of time- 
pieces, of a frosted or matted ap- 
pearance, produced by rubbing a 
part on abrasive grains on a lap, 
so that the grains roll between the 
work and the lap and indent the 
work with a multitude of micro- 
scopic pits. From this we have also 
a term, “in the gray,” referring to 
a watch or a group of its parts that 
are fitted to each other in working 
order, but not yet given their final 
finish. (2) SILVER. See BUTLER 
FINISH. 

gféase table. Device for cat~hing dia- 
®monds used on the De Beers sort- 

ing tables and invented (1897) by 
George Labram and F. B. Kirsten. 
Diamonds alone of all the minerals 
contained in the blue ground ad- 
here to the grease, while all others 
flow away with the water as tail- 
ings over the end of the percussion 
table. This gem-separator proved 
unsuccessful with rubies at the 
Burma Ruby Mines (1898). 

grease wheel. A_ felt wheel buff, 
charged with abrasive mixed with 
heavy grease, for use on jewelers’ 
lathes for preparing metal surfaces 
for polishing. 

Great Mogul diamond. A 280--arat 
diamond seen by Jean Tavernier in 
1655 in the possession of the Mogul 
Emperor Auranézgb. It may be the 
same stone now known as _ the 
ORLOV or the KOH-I-NOOR. 

Great Southern Cross pearls. A nat- 
_urally formed cross of nine large 
‘intergrown pearls, which was 

found in a pearl oyster fished in 
1886 from beds off, the West Aus- 
tralian coast. 

Great Table diamond. A legendary 
stone seen by Jean Tavernier and 
said to weigh about 242 French 
carats. 

great wheel. In a watch or clock, the 
toothed wheel that gears with the 
center pinion; the “first wheel” in 

“a timepiece train, as: the toothed 
part of a going or motor barrel, 
fuzee, clockweight drum, etc. See 

* TRAIN. 

(To be continued next month) 
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&¥ eR ¥ RETAILER CAN HELP WIN THE WAR 








BUY 





PTHERE’S A “LIGHTER” SIDE 
TO DEFENSE. When you sell a 
RONSON you do more than sell a 
a lighter. I. YOU BOLSTER MORALE. 
™ A family’s morale in times of 
¥ee national stress is bucked-up by 
aq anything which makes home-life 
more beautiful, cheerful and prac- 
tical. II. YOU PREVENT WASTE 
AND SPOILAGE. So all-important to 
Defense. Today, when you tell 
home-owners (as we are continu- 
ing to tell them in our consumer 
advertising), that RONSONS in the 
various rooms will save precious 
time and effort and prevent match 
injury to hard-to-replace linens, 
carpets, etc., you will not only sell 
all the RONSONS available under 
war restrictions, but you'll also 
earn a patriotic vote of thanks. 





Typical of those modern products which add so 
much to the joy of living is this exquisite Silver 
Plated RONSON Crown. It is representative of the 
many other lighters which RONSON has evolved 
not only for dinner table use but also for every other 
room in the home and for every smoking need. 
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Rookies to Colonels, a smoke is a ‘must’. But 

‘twho’s gota light?” is a steady cry in the Services. . a 
Unless, of course, there are RONSON pocket light- ane Pa : ane aad 
ers about. A RONSON is built to wear well—to ; what tdh fA ~ bt fP WT f. Lp 
protect the user and the whole camp from match : _ 


hazards. TELL YOUR CUSTOMERS TO TAKE 


“see 
CARE OF THE MEN IN THE SERVICE. ©) N S O N 


Fields, factories, forests and homes—all our Na- 


tional and private resources need safeguarding. TRADE MARK REGISTERED 
Carelessness with matches causes costly waste 

which slows up defense. With a RONSON, it is WORLD'S [ | G i: T t R 
“Press—It's lit—Release—It’s out’’. Out—even GREATEST 


when dropped. TELL YOUR CUSTOMERS TO 
TAKE CARE OF PROPERTY. 


U. S. Pats. Re. 19,023—1,986,754; Canadian Pats. Nos. 288, 148—289,889—349,108; British Pat. Nos. 291,695—435,667; Other Pats. and Pats. Pending 

a ee Sa ee ee ee 
‘ 4 Z i RONSON, 50 ARONSON SQ., NEWARK, N. J. 
& Please send me details re the Free RONSON Sales Aids checked: 


[_] Catalog supplement show- 
ing RONSON Silver Plate 
Tableware NAME 
[L] RONSON folders for my 
mailings ADDRESS 
(] Special RONSON news- 


paper mats, for May-June ‘ 
Gift Events Cut out and paste this on a penny post card 
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Modern Diamond Cutting 
Began in U. S. in Mid-’70’s 


F the history of American diamond cutting, there 

is little available in written records, said Arthur 
W. Muller, C.G., of J. R. Wood & Sons, New York, re- 
viewing the history of American diamond-cutting at 
last month’s Philadelphia and Chicago conclaves of the 
American Gem Society. 

“For such a chronology it is neccesary either to rely 
almost entirely on the memory of individuals or upon 
the private business records of the older cutting firms,” 
Mr. Muller declared. The second or third generation of 
the aboriginal cutters are not always able to furnish 
complete information, and written historical references 
are neither numerous nor readily accessible and are often 
conflicting in nature. 

“The earliest American diamond cutter of whom we 
can find any record is Henry Dutton Morse of Boston. 
Henry Morse’s first occupation, in which he followed 
his talented father, was that of banknote engraving. At 
18 he set himself up as an engraver and designer of gold 
and silver. Later he had apprenticed at jewelry manu- 
faciiring and for some years pursued this vocation, then 
becoming a partner in a retail jewelry firm. This part- 
nership dissolved in 1875 and at that time, he opened his 
own shop, dealing exclusively in precious stones and 
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Gen. Grant was president when these pic- 
tures were made of New York's first dia- 
mond-cutting establishment, at 4 John St. 
Old-timers will recall Stewart's Cafe, below 
on the street, which lasted till Prohibition. 


two years later organized the Morse Diamond Cutting 
Co. 

“At this point, we come to a conflict in dates for, hav- 
ing just stated that this supposedly ‘original’ shop was 
started in 1877, we read further that in 1859 Morse cut 
the Dewey diamond. The Dewey diamond incidentally 
was a badly flawed, ill-shaped and off-colored ‘rock’ 
which a laborer turned up in a street in Manchester, 
Va., in 1854 and was the largest diamond ever found 
in this country. It is particularly interesting to us in 
our search for historical facts of American diamond cut- 
ting to note that this article from which I am quoting fur- 
ther states ‘after other cutters had given up an attempt to 
recut this stone, Morse succeeded in producing a 12-carat 
stone from it’. The ‘other cutters’ referred to, of course, 
possibly may have been European. 

“At any rate, Mr. Morse was certainly the most note- 
worthy patriarch of American diamond cutting, for it is 
he who is credited with the development of the revolu- 
tionary principles of diamond cutting in which conserva- 
tion of material is secondary to resultant brilliancy of 
the stone. Prior to Morse’s innovative application of 
the laws of optics to diamond proportioning, diamonds 
were cut in a style that is now known as ‘old mine’ cut— 
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Sparkling new diamond promotion material has just 
been prepared for your spring and summer effort. War 
marriages set the theme. Here is an opportunity — in 
windows and advertising — to tie in to the psychology 
of the national advertising which is doing its part to 
put a diamond engagement ring on every war bride! 



































The Betrothal Tree—a new window display ready to blossom 
with your own engagement rings. Sculptured by the famous 
Dabrowski, it depicts sweethearts pledging their troth be- 
neath a spreading tree. The velvety tree top contains slots 
for display of your own engagement rings, and the base also 
displays merchandise. Full springtime colors, fabric accents. 
Over-all size: 15” high, 18” wide, 12” deep. No lights, other than 
regular window illumination, needed. $15, f. 0. b. New York. 


Mat Service—slanted at the war-time engagement 
ring market, tying in to the sentiment of the times. 
Nine complete advertisements varying in size from 
8” to 30”; fine artwork and typography; layouts in- 
clude retail display of rings. Ready to run. $5, prepaid. 


Radio Announcements —one-minute shows built around 
the spring war wedding theme. Human interest 
dramas, music, distinctive commercials, time allowed 
for your own store signature and special sales mes- 
sage. Ten announcements on a disc. $10, prepaid. 


e Write today for these and other dealer helps to Diamond Pro- 
motion Dept., The Reuben H. Donnelley Corp., 305 E. 45th St., New 
York. De Beers Consolidated Mines, Ltd., and Associated Companies. 
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although of course many ‘old miners’ were cut subsequent 
to this. 

“In New York, a city business directory lists a dia- 
mond cutter for the first time in the year 1871. His name 
was Isaac Herman. However, according to the Encyclo- 
pedia of the Diamond Industry which incidentally is 
published only in Dutch, the first cutting started in 1876 
in New York. This shop, which was organized by Henry 
Fera, employed from 15 to 20 workmen, practically all 
of whom were Dutch. The encyclopedia lists a number 
of other companies established in the ensuing 20 years, 
but at the turn of the century, New York’s cutting indus- 
try really got under way. There were two reasons for the 
stimulated migration of cutters from Holland: Scarcity 
of work in Europe and greater wages in the United 
States. 

“Between 1900 and 1910, there were about 300 men 
employed in the cutting industry in New York with an 
average earning of about $40 to $45 per week. Con- 
sidering that a jewelry diamond setter, for example, was 
paid at that time about $20 to $25 per week, we can 
realize that even then diamond cutting was a highly paid 
vocation. At that time, the average cost per carat to cut 
sizes (including diamonds from finished quarters up) in 
New York ran between $8 and $12 per carat rough. In 
other words, if a cutter received, let us say, four sawed 
pieces weighing 2 carats, they would probably produce 
four 14 carat stones, yet he would be paid, or at least 
the cost figured on a basis of 2 carats of diamond mate- 
rial. It is important to bear this in mind, for cutting 
costs are invariably quoted in terms of the rough. Dur- 
ing the time that American cutting costs were $8 to $12 
per carat, the European was $2.50 to $3 per carat. Con- 
sidering these prices, on the rough, it is evident that the 
domestic cost was about four times as great. At that 
time, the duty, as it is now, was 10 per cent on cut dia- 
monds and no duty on rough. For a period, however, 
this was raised to 20 per cent on cut diamonds and 
10 per cent on rough but this was no particular advan- 
tage to the American diamond cutter nor insofar as I 
know was it intended to be. This increase in tariff made 
smuggling just twice as profitable and so naturally more 
prevalent. 

“The diamond cutting industry continued to grow 
until 1929, when there were about 600 cutters in New 
York. Naturally, after the crash the majority of these 
cutters were unemployed. For the ensuing 10 years, the 
industry slowly recovered and in 1939, the United States 
Census Bureau reported that there were in the United 

_ States, 47 establishments engaged in diamond cutting. 

“The invasion of the low countries in Europe was 
cause for some serious introspection in the United States 
cutting industry. Here was the opportunity to definitely 
establish New York as the world’s diamond center and 
for American cutters to vie for world hegemony. There 
were two serious handicaps, however—the first obvi- 
ous and most important was the lack of skilled cutters. 
A survey showed that the average age of American cut- 
ters was approximately 57 years and that very few 
apprentices were entering the trade—not that young 
men did not want to learn diamond cutting but there 
hadn’t been enough work for more skilled cutters. The 
second obstacle in the way of rapid expansion was lack 
of equipment. 
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“Today we hear a lot about melee cutting in this 
country and the prevailing question is always ‘can it be 
done profitably?’ Before we can even begin to discuss 
this phase of it, or really any phase of the so-called 
melee cutting, we must agree on the definition of melee. 
In this you probably would receive a different answer 
from each one you ask. To begin with, the Government 
classifies diamonds as ‘large’ or ‘small’—the former 
being those over 1/10th carat and the latter 1/10th 
carat and smaller. The word melee itself is from the 
French, meaning a confused mass and literally could be 
referred to almost any size, shape or cut. Some diamond 
men refer to any stone under 14 carat as melee, others 
draw the line at 1/5th or 1/6th, but then they must 
preface the term with either ‘full cut’ or ‘single cut’. One 
interpretation is to class 1/5th and larger as ‘sizes’; 16 
to 6 to the carat in full cut as melee and smaller sizes in 
single cut as smalls. At any rate, let us refer at present 
to 8-cut melee and full-cut melee and include in this up 
to 1/5th carat for none of these were profitably cut in 
this country—at any rate, formerly. 

“In order to engage in the cutting of 8-cuts and small 
full-cuts, it was necessary to employ a comparatively 
large number of apprentices to be trained for this— 
mainly, of course, to obtain cheaper labor. There were 
two big obstacles, however, that had to be overcome. The 
first—the traditional and persistent reluctance of the 
cutters’ union to divulge any of its secrets to anyone not 
born under the proper star—not to mention their horror 
of a possibility of mass influx. Finally, the union agreed 
to the plan, provided that these apprentices would never 
be allowed to work on diamonds over a quarter-carat. 
The second obstacle was the Fair Labor Standards Act 
of 1938, under which a minimum wage of 40 cents an 
hour had been set for any workman in the jewelry in- 
dustry. Inasmuch as this minimum was considered too 
high a wage for apprentices, it was necessary to work 
out a special plan with the Wage and Hour Division. 

“At present, there are about 1600 people—mostly 
apprentices—engaged in diamond cutting in the United 
States in more than 120 shops. Of these, there are about 
300 apprentices and 30 mechanics in three shops in 
Porto Rico. With the exception of one shop in Hazle- 
ton, Pa., a few in New Jersey, and occasional small 
shops in other large cities, the remainder are all in New 
York. Initially both the full-cut and single-cut appren- 
tices were to start under the same wage scale and gen- 
eral regulations. This was to be $3 per week for the 
first three months and thereafter $1 a month increase. 
The term of apprenticeship for single cutters was to be 
two years and full-cutters three years. The latter would 
then be receiving $32 per week in the 32nd month. 

“What is the future of American diamond-cutting? 
Will Americans be able to compete with post-war Eu- 
rope? The cutters themselves have conflicting answers 
to these questions. For example, one of the largest 
non-union shops tells its new employees, “This industry 
is a “war baby” and when the war is over we won't be 
able to pay you $20 a week and operate at a profit, so 
earn all you can now.’ On the other hand, the oper- 
ators of a large union shop optimistically state, ‘Of 
course, we'll continue; the Europeans were never real 
precision cutters and we will produce all of the fine 
goods, large and small.’” 
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KEEPSAKE 
MERCHANDISING 
SYSTEM 


GENUINE - REGISTERED k NATIONAL MAGAZINES 


e e S a Keepsake National Maga- 
é L zine Advertising gives you 
profitable leads through 


the use of 33 advertise- 
/ ments in 17 leading maga- 
Sh 0 W ) 0 HU Ho W é zines for Spring, 1942. 


VERY jeweler faces the task of maintaining 


his volume under wartime restrictions. There Keepsake’s “Long Arm 
Advertising” helps the 
jeweler to reach new cus- 

































is no rationing of romance and the marriage 





market continues to offer the greatest oppor- tomers by the use of news- 
tunities for profit. paper ads, bus cards, radio ko 
transcriptions and movie ey & 


It will pay you to concentrate aggressively on trailers. 


building your diamond sales to the highest pos- TRAFFIC STOPPERS 
sible level. The Keepsake Merchandising System 


provides a complete plan of merchandising, ad- Eye-catching displays that 


increase the pulling power 





vertising, display and selling aids for diamond of your windows and your 
rings. The Authorized Keepsake Jeweler is pro- show-case. 
vided with the plan and everything to work the 
plan. * 
If you would like to increase your diamond SALES CLINCHERS 


sales write for full details about the Keepsake 


Franchise as a few dealerships are still available. Keepsake Sales Clinchers 


turn shoppers into buyers. 


A. H. POND CO., INC. : 


214 S. WARREN ST., SYRACUSE, N.Y. 





GENUINE-REGISTERED A. H. POND CO.. INC. 
e e S a e 214 S. Warren St., Syracuse, N. Y. 

Without obligation, please send full details about 

the Keepsake Merchandising System. 
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In Quest of Sapphires 


On the “Isle of Gems” 


by HAROLD COHEN 


ATURE’S greatest treasure trove of gems—such 

is the Island of Ceylon, a British crown colony 
lying off the southern tip of India in the Indian Ocean. 
About as large as the state of West Virginia, it has a 
population of 5,312,000. 


Though tea and rubber are Ceylon’s chief products, 
the jeweler thinks of Ceylon primarily as a land of gems 
because nowhere else in the world is such an immense 
variety of precious and semi-precious stones concentrated 
within so small an area. The fact is that every impor- 
tant species of gemstone is found in Ceylon’s gravels 
with the sole exception of diamond. 

Sapphires, of course, are the principal interest of the 
island’s gem industry, but in association with sapphire 
there are found rubies, spinel, zircon, topaz, hessonite 
and almandine garnet, tourmaline, chrysoberyl, quartz 
cat’s eye and moonstone, besides such lesser-known 
stones as sphene, andalusite, apatite, cordierite, fibrolite 
and diopsite. 

Ratnapura, “the village of gems,” located near the 
hills in the south central part of the island, has tradi- 
tionally been the center of the gem industry. The rough 
gems are recovered from gravel deposited in the beds 
of present or extinct rivers and streams, which have 
concentrated the heavy gem minerals as the result of the 
weathering, erosion and denudation of the ancient geo- 
logical deposits that compose the southern part of the 
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Left—Gem miners of Ceylon 
at work outside one of the pits, 
over which, in the background, 
is erected a bamboo structure. 
Below—One of the Singhalese 
natives washing a_ rattan 
basket-full of mud and gravel. 
Heavier gem minerals will re- 
main in the basket after the 
water washes away the un- 
desirable lighter material. 


island and that are considered the primary source of 
the gemstones. 

In the case of mining from an “extinct” river bed, 
the owner of the land prospects much as is the case in 
ether mining. When he is satisfied that it will pay him 
to work, he engages his labor, promising the men a cer- 
tain proportion of the yield and in the meantime allow- 
ing them a drawing account from which to clothe and 
feed their families. 


Mining operations here, as elsewhere in the world’s 
(Please turn to page 73) 





A native cutter squats before his lathe 
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IMPERIAL CULTURED PEARLS 


Imperial Cultured Pearl jewelry assumes 
greater importance in the jeweler's merchandis- 
ing plans for May and June as Government 
“sig clamp down tighter on other jewelry 
ines. 

We anticipated the Far Eastern crisis and se- 
cured a large stock of Imperial Cultured Pearls. 
However, this stock cannot be replenished and 
the number of jewelers we can supply in the fu- 


ture will be limited. Now is the time to estab- 
lish yourself as an outlet for Imperial Cultured 
Pearls in your community and assure yourself of 
future consideration. 

Write or wire now for information on how you 
can successfully merchandise Imperial Cultured 
Pearls, the World's Finest for graduations, wed- 
dings and for every gift occasion. 


IMPERIAL PEARL SYNDICATE 


5 North Wabash Ave. 607 Fifth Avenue, NEW YORK 210 Post Street 


CHICAGO SAN FRANCISCO 
DIVISION OF THE AMERICAN 2 JEWELERS BUREAU, INC. 
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Established 1866 


608 Fifth Avenue, New York 


Cutting Works: London 
23 Holborn Viaduct 


64 West 48th Street 
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Diamond (utters for Jour Generations 
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CUTTING PIANT 
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93 Nassau Street 
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IN QUEST OF SAPPHIRES 
(From Page 70) 

gem-mining, with the exception of the pipe mines of 
South Africa, are surprisingly primitive. A pit is 
laboriously sunk through many feet of usually non- 
productive earth until at a depth of perhaps 20 or 30 
feet strata of bluish-gray mud are encountered, some- 
times streaked with yellow or purple. It is this mud that 
yields the gems. 

At these depths water often floods the bottoms of thie 
pits, and the miners use an ingenious counter-balanced 
sweep made of bamboo poles to bail the water out. 

Then the mud-and-gravel mixture is put into rattan 
baskets and washed either in the water left in the bottom 
of the pit, or carried to a nearby stream and washed in 
the current. In either case, a deposit of heavy pieces 
remains at the bottom of the basket, from which the 
miners sort out the gem material. Since the workmen 
have an interest in seeing that the pile of workable 
rough should be large, there is no necessity for the land- 
owner to watch the work as a precaution against dis- 
carding gem material, although he is often to be found 
at the pit with his workmen. 

Naturally, the search is speculative, for the gem-bear- 
ing gravels (“‘illam”) consists of beds and patches, over- 
laden by worthless deposits. Sometimes successive strata 
of gem-gravels are encountered one below the other, and 
modern drilling has proven that “illam’’ may exist as 
deep as 120 feet below the surface of the ground, though 
the primitive mining methods do not allow working at 
anything like these depths. 

“Extinct” stream beds do not account for all of 
Ceylon’s gem-gravels. The natives dredge the beds of 
three or four existing rivers and sort over the gravel 
for heavy concentrates in the same manner as previously 
outlined. 

When an area has been worked out, preparations are 
made for auctioning the find. Runners carry the notice 
and dealers come from all over the island to attend the 
sale. So do numbers of spectators who make an outing 
of these events and thus spend many hours busying them- 
selves over every detail of the sale, and giving free and 
frequently inaccurate information to anyone who will 
listen. The miners, naturally, attend the sale themselves 
and if they feel that an inadequate price is being offered 
for the merchandise or that there may be collusion be- 
tween the landowner and a bidder—which is not un- 
likely—they band together and bid for the goods them- 
selves. A settlement is finally reached and the buyer 
then passes on the rough to the polisher. 

The polisher is a picturesque figure. Squatting out- 
side his cottage or in some side alley, he carries on his 
old craft, with simple equipment and methods learned 
by observation and practice. Cutting is done by press- 
ing the stone against a metallic disc coated with abrasive 
powder, the disc being rotated by a hand-operated bow- 
string wrapped around a drum. 

Unfortunately, in evolving their local cutting art, 
Singhalese lapidaries avoid shapes which reduce the 
weight of the finished gem, their aim being to seek weight 
instead of perfection. The cabochon cut used for star 
stones and cat’s-eyes are often proportioned according 
to our tastes, but often the table, step and facet-cut 
gems must be recut after their importation: to the 
United States. 
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WE carry a complete line of 
Round and fancy shaped Dia- 
monds in all sizes. 

Memorandum selections submitted 
upon’: Seam ee et 
Advise us of your needs. . . 


We are also purchasers of 
second hand diamond jewelry 


Louis Gurfein & Son 


DIAMOND IMPORTERS 
AND CUTTERS 


PHONE MEdallien 3-4822 
Chicago Representative: Mr. George Pilzer, 31 N. State St. 


608 5th Ave. New York City 





~s 


de 








Besides the usual blue sapphire, varieties of pink, yel- 
low and green sapphires, with all variations of these 
colors, are found and cut in Ceylon, in addition to the 
red variety (ruby). 

Fashion has created a trend for the gem produce of 
this island—particularly star sapphires and fancy- 
colored sapphires, which have become a large factor in 
the gem market of the United States. Awake to what 
the public wants, manufacturérs are‘using multi-colored 
sapphires in pieces both modest and luxurious, and 
without any shadow of a doubt the stones of Ceylon— 
particularly its vari-hued fancy sapphires and its star 
stones—are more familiar today to the jewelers and the 
public of this nation than at any time in the past. 

Despite the interruptions in commerce caused by the 
war in the Pacific, new routes are now open to bring 
Ceylon’s gems to the people of this country. Incidentally, 
in buying Ceylon gemstones we are promoting commerce 
with our British ally in this War, since the “island of 
gems” is a crown colony. 


LIFO—WHAT IT STANDS FOR 


(From Page 55) 


ing inventory price levels that are due to conditions 
beyond the jeweler’s control. 

(6) It reflects profits when they are actually earned, 
thus tending to keep in proper relationship to realized 
profits such expenditures as taxes, bonuses, salaries and 
outlays for expansion. 

(7) It prevents extravagance. Large book profits even 
though they are fictitious, may induce the retailer to 
spend dangerously. 

(8) While it is essentially a tool of management for 
the control of inventory inside the organization, its 
sponsors contend that “lifo” will relieve the current tax 
burden; and that although it may only postpone the 
levy to some future date, it will have the immediate 
effect of maintaining a safe ratio of working capital at 
a time when inventories and accounts receivable are 
likely to be high. Obviously, at such a time, the working 
capital should also be high. Taxes must be paid in cash 
and if they are computed on high book profits, the out- 
lay, in many instances, will bring working capital per- 
ilously low at a time when it should increase in ratio 
with sales and outstanding obligations. Hence, “lifo,” 
even if it only postpones the tax burden or levels it out, 
offers a benefit. 

(9) Numerous department stores, chain stores and a 
large mail-order house have adopted “‘lifo,” which indi- 
cates that it has great possibilities, because these classes 
of retailers do not make radical changes unless con- 
vinced that they are worthwhile. Mistakes are mighty 
costly to these large organizations. 

(10) “Lifo,”’ according to its sponsors, is the answer 
to the retailer’s demand that a new profit concept is 
needed to cushion inventory losses that will follow when 
business slides from present peak. Today, the hazard is 
greater than during similar periods before, because taxes 
are higher than ever before. During previous declines, 
business men have been able to use the substantial cash 
profits that they made during the boom to weather the 
decline. This time it is a different story. Today the bulk 
of the profit is being taxed away as fast as it is made, 
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We Wish to Announce to the Trade that 
‘ All Diamonds Finishéd in Our 
Melee Factory at 305 East 45th Street, 


d 

New York City, 

Are Now Polished by Our Own 
Exclusive Patented Process 

f 


BAUMGOLD BROTHERS, INc. 


DIAMOND CUTTERS 
62 West 47th Street 
New York City, N. Y. 
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Genuine “Trublak” 


(TRADE MARK) 


BLACK 
ONYX 


RINGSTONES 


ANY SIZE + ANY SHAPE 
ANY QUANTITY* 


Flat Top, Buff Top 
Single or Double Bevel 


PLAIN, DRILLED, SLOTTED 


Made to Order 


Solid all through Black honey-dyed color, su- 

perb finish, accurate uniform size, unqualifiedly 

and permanently guaranteed. None finer made 
anywhere. 


Adolf Meller 
Company 


Operating 
America's First Complete 
Cutting Plant for 
Black Onyx & Synthetic Ringstones 


400 Charles St., PROVIDENCE, R. I. 


“Vinimum quantity required per. size 
and shape... 300 pieces. 


WO JOBBING ...NO RECUTTING 





and many will enter the post-war period with little cash 
unless they consider ways and means to ease the dip 
now. “‘Lifo” is the way out, say its sponsors. “Fifo” 
brings the retailer to the post-war period with a large 
paper profit, but it’s tied up in inventory that deflates 
with the market. 

It would be out of order to record the promised ad- 
vantages of “lifo” without pointing out that its sponsors 
assume that business will tailspin after the war just as 
it did after the last World War, or after the stock market 
crash. The National Resources Planning Board is al- 
ready considering ways and means to maintain business 
activity after the war and if volume is kept in high, the 
adoption of ’lifo’”’ may not make a great deal of differ- 
ence. Nevertheless, the method deserves consideration 
and, to that end, we offer this paper—but consider “lifo” 
from all angles, pro and con, before you make it part of 
your business structure. 


FEDERAL RESERVE EXTENDS CREDIT CONTROL 


(From Page 51) 


silverware, radios, phonographs, photographic equip- 
ment, musical instruments and listed electrical appliances 
selling for $6 or less. 

Moreover, there is no minimum requirement for the 
down payment if payments are to be completed within 
three months after the first day of the month following 
the sale. Section 6 (f) exempts ‘Any extension of in- 
stallment sale credit which is to be repaid at approxi- 
mately equal intervals and in approximately equal in- 
stallments, the last of which matures within three months 
after the first day of the calendar month next following 
such extension.” 

For instance, an installment purchase made any time 
during April need not call for any minimum down pay- 
ment, providing the contract specifies that payments 
of equal amounts and at equal intervals will be completed 
before Aug. 1. Thus, a $45 watch, sold on Monday, 
April 13, legally might have no down payment at 
all, assuming payment be made at $3 a week during 
each of the 15 weeks before the first of August. 

“Borrowed” down payment—The merchant may not 
sell a listed article on installment credit if he knows, or 
has reason to know, that the customer had borrowed 
money to make the down payment. 

Trade-ins—Whatever the merchant allows for a 
traded-in article cannot be applied to the down payment, 
which must be computed on the net balance after de- 
duction of the trade-in. Thus, if a customer is buying 
a $50 watch and the jeweler allows $10 for an old watch 
the customer trades in, the customer would have to make 
a down payment in cash of at least $8—one-fifth of the 
excess of the cash purchase price over the trade-in 
allowance. 

Intervals of installment payments—Installments have 
to be paid at approximately equal intervals not longer 
than one month apart—weekly, bi-weekly or monthly, as 
desired. Payments may be on a declining scale, such as, 
$10 the first month, $8 the second month, $6 the third 
month, etc., but may not “balloon” in the manner of $6 
the first month, $8 the second, etc. If the purchaser’s 
main income is seasonal, as in the case of a school teacher 
who is not paid during the summer vacation, payments 
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may be ommitted for no more than four months, provid- 
ing the obligation is paid off within the 15-month period. 

Statement of transaction—A record must be made of 
each installment sale of a listed article, unless the down 


payment would be $2 or less, and a copy of the record | 
must be given the customer. When the sale is made on a | 


conditional sales contract, the information may be in- 
cluded in that document, if a copy is furnished the pur- 
chaser. Or it may be furnished on a separate sheet of 
paper. (This would be the normal procedure in the case 
of “divided payment” sales where no formal papers are 
drawn.) The record kept by the jeweler and the copy 
given the customer need not be identical in form, and 
the board does not require that the exact wording used 
in Regulation W be used in the statement of transaction, 
as long as the statement contains the required in- 
formation. 

The following form illustrates the information which 
must be furnished, though modifications can be made 
within the limits just set forth: 

1. Deseription of article (8) ...........00-seeceeeee ec eeees 


2. Basis price 
Bona fide cash purchase price of 


article (s) rr ee (A) 
Sales taxes De 5 dns casas (B) 
Sum of items (A) (B) $........... (C) 
Trade-in allowance Be cash ames (D) 
Item (C) minus item (D eee (I) 
Description of trade-in. ............ cece sceeeeceoeees 
3. Cash down payment Weave ss eau (F) 
(20% or 33 1/3% of Item E) 
4. Deferred balance ere (G) 
[Item (E) minus Item (F) ] 
5. Other charges Dass (H) 
(interest, finance charges, etc.) 
6. Time balance seme Ge (1) 
[Item (G) plus Item (H)] 
7. Terms of payment 
{ weekly 


The time balance is to be paid in............. . 
| monthly 


installments of $......... each on the ......... day of | 
each month commencing ......... , and a final payment | 


OD es Seer Ferree 


(Merchant’s name) 


When an unlisted article is also sold—If the dealer 
sells a listed article and an unlisted article to the cus- 
tomer at the same time, he must comply with the regula- 
tion with regard to the listed article and must not grant 
more liberal credit terms on the unlisted article than 
he would have done if only the unlisted article was 
being sold. 


Additions to credit—An additional article may be pur- 
chased on the installment plan and the new obligation 
consolidated with the old obligation, provided the new 


extension of credit complies with the minimum down pay- | 
ment (if a listed article) and, in addition, that the con- | 


solidated debt either: 


(1) Would meet the requirements of the regulations | 
if the two separate obligations had not been consoli- | 


dated, or, 
(2) Provides a rate of payment which is (a) at least 
as large per month as the rate of payment or payments 


on the outstanding obligation or obligations being con- | 
solidated would have been for the month commencing on | 
the date of consolidation, and (b) is larger to whatever | 
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FOR DISTINCTION AND QUALITY 


“ORIEN TA’ Cu leu red DP 2a rls 


SAPPHIRES 


te 


SOUTH SEA PEARLS 


Pearls Are Permanently Guaranteed 


Selections on Request 
All Graduations 


oheus, Christie Ex Co he 


65 NASSAU STREET—NEW YORK, N. Y. 


SAN FRANCISCO 














FOR COMPREHENSIVE SELECTIONS 
OF DIAMONDS, 
PRECIOUS STONES & 
DIAMOND JEWELRY 


TO FILL YOUR INQUIRIES 


HARRY E. OGDEN 


For the past 25 years of the firms 
of Henry E. Oppenheimer & Co. and 
H. & E. Oppenheimer 


608 FIFTH AVENUE NEW YORK 


CHICAGO REPRESENTATIVE 
FRED KLINE 


55 E. WASHINGTON ST. 











CARL VAN DAM 


DIAMONDS 


Announces 


the formation of a new business 


under his own name with offices at 


610 FIFTH AVENUE 
ROCKEFELLER CENTER 
NEW YORK, N. Y. 


Mr. Joseph Ornstein and Mr. Mannie Ornstein 


are associated with the new organization 


Telephone—COlumbus 5-4548 





WEDDING RINGS 


Presenting, The ‘ 
Sherman Masterpiece Series 


WEDDING RINGS in COLOR 


and plati- 


Id 
Pink gold, green gold, yellow ge blended to- 


i by piece—are a ully ; 
pine tg lon of music, to become a — 
a hony in gold ..- 9 wedding ring whos 
pt will thrill a bride for a lifetime. 

Ask your wholesaler! 


ble 


Cherman & Co. 


Refiners—M etallurgists——-Manu facturers 


197 Canal Street New York 





WILLIAM ELDER MARCUS 


President of Marcus & Co. for 15 years 
has sold his interest and 
started his own business 


Confidential Jewel Consultant 


He offers his services to 
Retail and Wholesale Jewelers 
throughout the United States 


He will act as personal representative 
in New York to 


* Assemble for clients, jewels not locally 
available. % Sell for clients, jewels to be 
converted into cash. * Advise customs 
ers of clients on any jewel problem. 


For details of these services 
your correspondence is invited 


WILLIAM ELDER MARCUS 
Jewel Service 


608 FIFTH AVENUE 


New York City BRyant 9=8896 
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extent may be necessary in order to repay the con- ’ 
solidated obligation within 15 months. 
- Undue hardship—lIf the credit-granting nerchaita~ o— [> A————_— 


cepts in good faith a written statement of necessity, as 
provided by the board, an obligation may be renewed or 
revised as if it were a new extension of credit, even if 
such action reduces the rate of payments. 

Lay-away plans—With a bona fide lay-away plan by 
which a customer makes one or more payments before = have purchased 
receiving the article, the merchant may treat the exten- 
sion of installment sale credit as not having been made 
until the date of delivery of the article. f; 

Thus, if a customer selects a watch as a Christmas rom 
gift in September and completes weekly or monthly pay- 
ments while the watch remains in the jeweler’s posses- 
sion, the transaction would not be subject in any way to | 
S cibadien W. HILBERT & TRABINGER 

Enforcement—The board may suspend the license of 
a person or firm found violating the regulation; a willful 


violation carries a fine up to $10,000 or up to 10 years h , y k 
in prison or both. Customers who knowlingly violate the e1r entir c STOC 
regulation also face criminal penalties. 

MAKING 'TEEN-AGE CUSTOMERS of 
(From Page 60) 


are likely to be pretty ardent and discriminating dance (Senuine 


band fans and are likely to prefer a top-notch record by 
a famous orchestra to a performance in person by the 
average local talent. Also there are no salaries to be paid \ \ } 
as would be the case with a local orchestra and sn hole Pearls 
Numbers played are selected from requests by the 
high-school students, themselves. Have each boy or girl 
come to the store once a week and fill out a request card and Half Pearls 
listing five numbers he or she would like to have played 
and the name of orchestra which they prefer to hear play 
each number. Tabulations are made, and those men- and 
tioned most often are played on the next broadcast. This 
not only gets students into the store while they fill out e ‘ 
the card, but assures a good listening audience as well. S -p 
Small prizes may be offered each week to the student em1 reciOus 
who gives the best answer to a question at the bottom of : 
the card. Question may be, “Who is your favorite orches- 
tra and why?” in 25 words. Or, “What song of the Stones 
past month do you think has best possibilities for suc- 
cess, and why?” again in the 25-word limit. 
This broadcast idea not only multiplies contacts with 
and stimulates sales to the young people while winning e 
their good-will, but perhaps surprisingly has been found 
to attract a parent-audience as well, for many oldsters 
like swing and are dyed-in-the-wool dance band fans. ELLER-HOPE CO. INC. 
Still another idea for building present and future : 
business with young people is to hold a “Back to school” 


style show just before the high schools open. Invita- 9 WEST 46TH STREET 


tions are sent out to all high schoolers to come and bring 
their friends. Dancing may be held, after the show, with 

a local high school orchestra and vocalist holding sway. NEW YORK CITY 
At this show, actual students act as models to show the 
latest things in costume and other jewelry, watches, 
cameras, shavers, etc. Student models actually put on a 
shaving “demonstration” for the crowd, turn on and off 

the latest in home-upstair-den-radios for the crowd, and ———— 

parade with the ultra modern in watch creations. Pen 
and pencil sets, for school usage are also shown and 
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demonstrations made. After the demonstrations finish, 
dancing begins. High school boys may bring their girls 
for the occasion and have an enjoyable time. High 
school gymnasiums or auditoriums make an excellent 
place to hold such a show. 

After the show, suggestions may be made that, if 
items have been seen which interest the attenders, high 
schoolers should pay a second visit to the store, bring- 
ing their parents in, with them. In this way, contact may 
be made with all members of the family. 

Still another idea that should strike a responsive 
chord today is a variation of one that has been used 
successfully by many jewelers to get business from mem- 
bers of various adult groups such as clubs and churches. 
It is fairly frequent practice for a jeweler to have as an 
informal representative some member of such organiza- 
tions and pay her a commission or give her a credit good 
in trade for each customer she brings or sends to the 
store. 

Why not appoint some boy or girl in each high school 
—or each high school class—who will act in the same 
capacity among his or her classmates, and give that boy 
or girl a certain amount in defense stamps—perhaps 
$1 for each purchase of say $10 or more made by a boy 
or girl whom your youthful agent brings or send to you? 

Jewelers may contend that the average high school boy 
and girl hasn’t enough folding money to be even remotely 
interested in jewelry and the other merchandise that 
jewelers have to offer. This may be true. But parents 
and relatives have a way of consulting the young folks 
when picking presents for them, and the young high 
schoolers may as easily recommend your store, as not, 
if you have gone halfway in efforts to become acquainted 
with them. Moreover, these youngsters’ parents and 
older relatives are likely to be good prospects at any 
time for watches, jewelry or silver. If your store is 
spoken of favorably by the young folks, the older ones, 
too, are more likely to think of you when they want to 
make a purchase—a further reward of your youth 
activities. 

And finally, don’t forget that the high school student 
of today is the bride of tomorrow. 


NAZIS TIGHTEN BELGIAN CUTTING RULES 


The Nazis are keeping their hands on whatever 
diamonds are cut in Belgium, according to Foreign 
Commerce Weekly for March. 7. 

The German-operated Diamond Control Office has 
ordered all polished but unset diamonds deposited with 
its office in Antwerp. All polished diamonds must be 
taken to that office within eight days after cutting. 

The diamonds may be sold only through a broker 
recognized by the Control] Office. “Brokers may not 
engage in business for their own account, either selling 
or buying, whether directly or indirectly,” says Foreign 
Commerce Weekly. 


BRITISH CAN NOW MAKE ONLY 9 KARAT GOLD 


British jewelers are permitted to manufacture nine 
karat gold—and only nine karat gold—under an order 
issued recently by the Board of Trade, revising the 
conditions under which producers may work with gold. 

The regulation applies not only to jewelry but also to 
such articles as cigarette cases and fountain pens. 
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50 SHOPS HAVE MELEE APPRENTICES 


‘he growth of one of New York’s newest industries, 
the cutting of melee diamonds, has been temporarily 
halted during the last several weeks, and as a result 
the number of apprentices—boys 17 to 21 years old— 
has leveled off at about 420, employed under three-year 
apprenticeship agreements in some 50 shops. The 
largest of these shops has. 75 apprentices, one has 35, 
four have between 20 and 30, and four have between 
10 and 20. One non-union shop whose learners are not 
apprenticed under the Federal apprenticeship program, 
employs a larger number than any of these. 

On Feb. 28 the Federal Committee on Apprentice- 
ship, which in 1940 approved agreements for all 
branches of the diamond cutting industry on the main- 
land and in Porto Rico, stopped approving additional 
apprentices until the manufacturers, chiefly represented 
by the Diamond Manufacturers Association, and the 
labor interests, represented by the Diamond Workers 
Protective Union of America (AFL), can reach an 
understanding on certain problems. 

Meanwhile at least 50 additional apprenticeship 
applications have been passed on by the Union’s ap- 
prenticeship committee, and a number of shops are 
eager to take on more learners, since there is a heavier 
demand for melee than the shops can produce. 

Here are some of the debatable questions that await 
settlement: 

1—Whether apprentices’ wages should be adjusted 
upward, to reach $14 in about three months. (The 
present wage scale is $3 per week for the first three 
months, followed by a monthly increase of $1 per week 
for 29 months. ) 

2—Whether the two-year apprenticeship for single- 
cut learners be abandoned, since, it is argued, the art 
of blocking single-cut diamonds can be fully learned 
within a few months’ time. A minimum wage of $14 a 
week is being talked of for this type of work, after an 
appropriate learning period. 

3—Whether apprentices per- 
mitted to cut diamonds the 
present top limit according to an understanding be- 
tween the manufacturers and the Union. 

Union journeymen traditionally have cut “sizes,” 
ie. diamonds larger than 1/4-carat and have strenuously 
opposed the training of many apprentices in this class 
of goods. Guarding its prerogatives, the union limits the 
number of newcomers who may learn the cutting of 


shall] 


larger 


eventually be 


than 1/,-carat, 


sizes, allowing one learner to ten journeymen. 

Accusing occasional shop owners of permitting melee 
apprentices to work on diamonds larger than 1/4-carat, 
the union has proposed partitioning the shops where 
both “journeymen cutters and melee apprentices are at 
work, so that the melee learners will be kept on their 
side of the fence. 

However, every new industry has its growing pains, 
and there seems no disposition to abandon the appren- 
ticeship program, which eliminates labor turnover, 
provides a certain wage scale, builds morale among the 
learners, and with its instruction program assures the 
production of good craftsmen. 


For low-cost Mother’s Day material write the Na- 
tional Committee on the Observance of Mother’s Day, 
393 7th Ave., New York. 
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Wadsworth AZ 


Wadsworth Cases 


Now .. more than ever before . . Cases designed by 

&) 
Wadsworth answer perfectly the demand of today’s 
varied clientele. 


Cases by Wadsworth can open for you the many new 
vistas of dynamic America. Profit by this new cus- 
tomer demand. 


Offices 
New York: 630 Fifth Ave. 
Chicago: 35 East Wacker Drive 


Wadsworth 


THE WADSWORTH WATCH CASE CO., INC., DAYTON, KENTUCKY 
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Part of Mayor Jewelery Co.'s sterling silver department, which is attractively housed 
on the mezzanine floor. Note how the rounding of the wall has eliminated a corner angle. 


Husbands Don’t Know Patterns 


—and se they’re pleasantly surprised when the Mayor Jewelry Co. 


suggests the little woman would like a matching hollowware item 


by ROBERT A. LATIMER 


N almost infallible source of sterling silver sales 
each year, according to Charles Getz of the 
Mayor Jewelry Co. in Dayton, Ohio, can be built up 
through a simple idea—recording the pattern and type 
of sterling silver hollowware which husbands buy their 
wives. 

Mr. Getz, who recently transferred to Dayton from 
another Mayor store, has found that theme produces a 
second sale, third sale, and even a fourth with almost 
no difficulty, providing the husband is re-contacted at 
least once a year. ‘Many husbands buy their wives 
sterling centerpieces, candelabra, service trays, tea sets 
and similar gift merchandise at the wedding anniver- 
sary, her birthday and Christmas without realizing that 
there is such a thing as a specific pattern for the piece,” 
Mr. Getz explains. “Because at the moment they are 
interested only in providing a gift which their wives 
will appreciate. Then, when the next gift occasion 
rolls around, the chances are that he will not think of 
sterling silver again, with the thought that he has al- 
ready bought one piece, and that a gift of some other 
kind will be more desirable this time. 
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“Nothing could be farther from the truth, of course. 
The husband overlooks the fact that his wife can be 
building up a complete set of that pattern, simply be- 
cause it is not suggested to him that buying a second 
matching piece will provide a gift pre-guaranteed for 
acceptance quality. Thus, if the jeweler makes it plain 
that the husband is showing the best of taste by adding 
another piece, he is almost certain to buy.” 

In the Mayor store’s handsome mezzanine sterling sil- 
ver shop, this policy is being followed without excep- 
tion where it is obvious that the purchase is for gift 
reasons. The buyer’s name is carefully recorded, along 
with the pattern and the description of the pieces, with 
price, etc., of course noted. Then, this file is used at 
the next gift-giving opportunity to telephone the hus- © 
band with the suggestion that his wife will undoubtedly — 
be thrilled with the addition of more sterling. ‘Last © 
time you purchased a sterling silver fruit bowl,’ the 
salesman will state. ‘Don’t you believe a set of sterling 
candelabra in the same pattern will make the perfect 
birthday or wedding anniversary or Christmas gift?” 
(Please turn to page 90) 
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BOTH BATTLING FOR FIRST PLACE 
AT THE VERY TOP OF 1942’s 
BEST SELLING PATTERNS 
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® Artistic floral pin, from the new line of 
hand-made sterling silver jewelry created 
by Kimler & Daniel, Inc., 83 Canal St., New 
York. $8. Bracelet made in matching design. 


® The new 17-jewel Croton Aqua- 
matic, with large sweep second 
hand, is self-winding, waterproof, 
shockproof, dustproof and non- 
magnetic. It has a stainless steel 
case and waterproof strap. $45. 


® Sterling pin of Kwan Yin, 
Chinese goddess of mercy, is 
3'/2" in length and retails at 
$5.50. Literature available on 
a complete new sterling silver 
line. Shown by Cathay Crafts 
Corp., 225 Fifth Ave., N. Y. 


® Bulova's new 1!5-jewel Air Warden 
has a black dial with radium numerals 
and a_ sturdy saddle-stitched pig- 
skin strap. $29.75, including tax. 


® Chic hat pin from the new Roco- 
Chine line of costume jewelry of ceram- 
ics, enamel, stones and silver. _ Illus- 
trated pin, $3.50. Shown by China 
Overseas, Inc.,.225 5th Ave., New York. 


® Longines’ Convoy model, for the man in service, 
is extremely thin, cased in stainless steel, with gun 


metal dial and 


luminous 


hands and figures. 


$63.50. ° (It's shown here somewhat enlarged.) 


® The Safe-T-Brac chrome-plated 
bracket holds any standard cigarette 
pack on the automobile dash panel. 
For smoker's use at the desk, it may be 
affixed to wall within easy reach. Trijex 
Corp., 1709 W. 8th St., Los Angeles. 


® Created by Church 
& Co., 336 Mulberry 
St., Newark, this ring 
has a moonstone cen- 
ter surrounded with 
Montana saphhires set 
in 14 K gold. $42. 
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Feature the ROYAL FAMILY'S collection of Rock Jewels 
and watch your royalties pour in. Illustrated actual size 
is $3245, a queenlike pin of Rhinestone and Crystal Rock 
Jewels. To retail at $5.00...write for sample today! 


909 PENN AVENUE e PITTSBURGH e PA e 








FOR HONEST RETURNS 
IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 


ay 


PRECIOUS 


Smelters 


FACTORY: 
BROOKLYN, N. Y. 


26 JOHN STREET, 
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Diamond and Gem Stone Industrial Production—Paul Grodzinski, 
N. A. G. Press, Ltd., London, 1942. Available from Book Depart- 
ment, The Jewelers’ Circular-Keystone. $3.50 post paid. 


HE changed conditions of world supplies have 

finally brought about industrial developments in 
England and the United States which might otherwise 
never have taken place, certainly not as rapidly and as 
urgently as they now are, in any case. Until now, 
English-speaking nations have been content to purchase 
their dies and bearings from others, complacently ac- 
cepting them with no thought of developing their own 
plants and their own skills. With the result very !ittle 
has been published on this aspect of the gem business 
in English. 

Frantic attempts are now being made to develop, both 
here and in England, plants and processes for the manu- 
facture of the gem forms which are required for wire 
drawing, instrument bearings and radio crystals. In this 
endeavor both nations are fortunate in having the ser- 
vices of experts who were forced to flee from the Axis 
dominated countries, so we have a great headstart in 
the institution of this new industry. It is already too 
late to escape serious shortages of dies and bearings; it 
was even before the war started, but the sooner we all 
realize the problem and the sooner we get a well-planned 
effort under way, the sooner those shortages will be 
alleviated. Books like this—and this seems to be the 
first in English in which many of these things are dis- 
cussed—will help immeasurably toward that goal. 

The book discusses the cutting and polishing of di- 
amonds and other gem stones, and contains much in- 
formation about types of machinery, arrangements of 
equipment, the correct abrasives, the preparation of the 
stones and the machines and the speeds at which the 
work should be done. It is practical and matter of fact, 
perhaps a little too matter of fact. 

Following the section on cutting and polishing, we 
come to a discussion of some of the more intricate in- 
dustrial applications. The drilling of holes, the manu- 
facture of diamond embedded cutting wheels and the 
engraving of gems are discussed. Then we see pictures 
and read a discussion of the specialized applications 
such as the making of bearings for watches, the making 
of wire-drawing dies of diamonds and the hard metal 
alloys, the preparation and setting of industrial dia- 
monds and the grinding and lapping of the sintered 
carbide alloy tools. 

An appendix contains a small bibliography, technical 
descriptions of some of the hard substances used indus- 
trially, and a list and description of the various abra- 
sives, cements and cleaning mediums of value in gem 
preparation. The book is well illustrated with many 
cuts which show different types of machinery used for 
the several purposes. It should prove valuable to gem 
cutters; amateur, jewel and industrial alike, since it is 
the only available work covering this field. 

It shares, however, a fault which has been noted 
before in European works, that of a calm assumption 

(Please turn to page 96) 
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PITTCO Front gives you the 
edge that makes shoppers choose 
your store instead of your competi- 
tors’. Its shining, colorful, easy-to- 
keep-clean surfaces of Carrara and 
Plate Glass get the kind of attention 
that means more customers. If the 
quality and selection of your mer- 
chandise, the courtesy of your atten- 
dants, and the fair dealing of your 
management live up to the promise 
of your handsome Pittco Front — 
you'll have a business to be proud of. 
Merchants of all kinds over the 
country write us of putting on more 
help, of increasing their stock, of 
enlarging store space after a Pittco 
Store Front modernization — and of 
paying for their new store front in a 
surprisingly short time out of the 
extra profits it brought. Send the cou- 
pon for our free, illustrated Store 
Front Book. Read for yourself what 
these merchants say, and see the 
Pittco Fronts they write about. 
When you build, we recommend 
that you consult an architect to make 
sure of an economical, well-planned 
job. Our experts will cooperate with 
him gladly in working out a Pittco 
Front to suit your needs. If you wish, 
you can pay for your Pittco Store 
Front on the Pittsburgh Time-Pay- 
ment Plan—just 20% down and the 
balance in regular payments. A simi- 
lar plan can usually be arranged sat- 
isfactorily with the cooperation of 
local banks. 








“THE BEST-LOOKING STORE IN TOWN.” 4 
handsome Pittco Front goes a long way to- 
ward getting these money-making words 
said of your store. Wine, ivory, forest green 
and orange Carrara, Pittsburgh Polished Plate 
Glass and PC Glass Blocks were used in 
building this attractive Pittco Front in 
Amarillo, Texas. Architects: Emmett F. Rit- 
tenberry and Son. 





Pittsburgh Plate Glass Company 
2238-2 Grant Building, Pittsburgh, Pa. 


ITTCO STORE FRONTS | =e == 
PITTSBURGH PLATE GLASS COMPANY | 
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A BEAUTIFUL NEW 
16th CENTURY 


Afrias 


Pattern 


PRICED 
RIGHT 


for 
QUICK 
PROFITS— 
VOLUME SALES 


2502 — Sandwich or Canape 
Plate—10'/2” 
$4.25 list (Keystone) 


1044”—hgt. 534” 
$6.00 list (Keystone) 


2507—Utility Dish—10'2” 
$5.00 list (Keystone) 


2504 — Relish Dish, Crystal 
Glass Liner—10'/2” 
$5.00 list (Keystone) 


ERE’S a graceful new Benedict 

design in the popular Arras 
pattern. The delicate lines, ‘in- 
spired by old 16th Century French 
lace, have an air of timeless beauty 
—a feeling of exquisite good taste. 
Executed on famous Benedict sil- 
verplate in full burnished. finish, 
this new pattern offers your. cus- 
tomers the quality and craftsman- 
ship they want at the prices they 
can afford to pay. 


12 Pieces in Ali 


In addition to the 
four pieces illus- 
trated, the Arras pat- 
tern includes: 


Keystone 
250! Sandwie 


The big Spring selling season is 
just ahead. Be ready for~it.. Send 
your order today for «any ~ of: the 
pieces shown here. Packed in in- 
dividual gift boxes at only 15 
cents extra per piece. 


2511 Hostess _ 
ket—8”"x9/4” . 
NEW #72 HOLLOWWARE 


CATALOG SENT ON REQUEST 


BENEDICT MFG. CO. 


DEPT. CK EAST SYRACUSE, N. Y. 





GET READY FOR BABY WEEK 
(From page 53) 


Porrigers—Still a staple item. The trend is to plain, 
simple design, though some call continues for ABC and 
Mother Goose rhyme decorations. 

Plates and bowls—Usually sold together. 

Flatware—Recommended in all cases. Spoon-and- 
fork combination the usual sale, though about one sale 
in three also includes the knife. Available in most of 
the best-selling, established patterns. 

Food pushers—Only shown or sold on request. Child 
psychologists criticize these implements, since the child 
eventually must be broken of the habit of using a food 
pusher and retrained with knife, fork and spoon. 

Teething rings—Easily washable ivory, catalin or 
plastic ring, usually with silver bell attached. 

Rattles—“Dumbbell” and “telephone” styles current- 
ly popular. Also washable sets of 30 differently: colored 
plastic discs strung on a silver chain. 

Bib holders—Getting revived interest, especially when 
used with sanitary, disposable Kleenex. Should be dis- 
played as if in use, fitted with Kleenex tissue. Available 
in both silver and gold. 

JEWELRY, WATCHES, ETC. 

Identification bracelets—Presented before the mother 
goes to the hospital and engraved only with the family 
name. The hospital has no objection to using such a 
bracelet to identify the new-born child. Later on, the 
bracelet can be enlarged and worn by a girl as an anklet. 

Pins, lockets—Naturally, should be dainty and un- 
ostentatious. 

Junior pearl necklaces—Gift of a chain and one or 
two pearls has a starting cost as low as $5. If additional 
pearls, perhaps a dozen at a cost of $20, are given each 
year on the various gift-giving occasions, an attractive, 
full-length necklace will be completed by the time the 
girl reaches 16, and she will possess a major piece of 
jewelry which, however, has never cost the donor many 
dollars any one year. 

Bangle bracelets—Welcome gifts when the girl is 
3, 4 or older. 

Rings—Suggested when the child reaches 5 or 6 years. 
Before that age not recommended unless the youngster 
“has everything else.” 

Inexpensive watches—Desired by boys and girls as 
soon as they can tell time. Certainly a must for the 
eight-year-old. 

Brush-and-comb sets—The bristles of the brush must 
be very soft and thus the brush is of little practical 
service, but such sets make attractive gifts and are ap- 
preciated when, the child is given more needed things. 

Picture frames—Of right size to hold Brownie 120 
snapshot, which may be changed as successive pictures 
are taken of the child. Available plain or ornamented, 
with place for child’s name to be engraved. , 

Many “heirlooms” have begun in the baby-gift shemale 
ment at the Brodnax Jewelry Co., Memphis, according 
to S. H. Cayce, general manager, who several years ago 
adopted the policy of registering permanently the gifts 
purchased for every infant, and following up registrants 
throughout their growth, with suggestions of pins, clips, 
additional silver, graduation presents, etc. Many of the 
children registered when this plan was begun are now 
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in high school or college, and are buying watches, rings, 
costume jewelry and other merchandise all stemming 
from the fact that ‘““Brodnax started them off.” Thus, 
although it is long-range promotion, the baby gift de- 
partment creates not only valuable customers 15 years 
in the future, but encourages new customers to come to 
the store for the purchase of infant gifts—many of 
them people who have never shopped at Brodnax before. 

The infant silver department at the Memphis jewelry 
store is located at an extreme rear corner of the first 
floor—and although all other street floor departments 
are in plain sight, the infant gift section is entirely en- 
closed in a small room which offers privacy of an un- 
usual type to expectant mothers and gift purchasers. 
The room is 8x5 feet in size, surrounded entirely by 
six levels of glass shelving on which are shown picture 
frames, comb and brush sets, minature telephones, silver 
brush sets, fitted cases, feeding sets, tureens, soup 
servers, feeding utensils, tiny loving cups, jewel boxes, 
silver banks, and finally, complete settings of baby flat- 
ware and hollowware. Each wall of the room shows a 
different choice of gifts under incandescent light at 
close range, which brings out the appeal of valuable 
gifts. 

Included in the room are a table, chair, and the regis- 
try book. Customers are brought in, seated and shown 
shelf-by-shelf the store’s suggestions, beginning of 
course with spoons, and graduating up to large brush 
sets and novelties. The child’s name and his parents 
are registered immediately, with the offer of engraving 


of any type the customer desires. In the quiet, private 
atmosphere, the customer can make the gift selection 
without interruption. Mothers-to-be, many of whom visit 
the store for infant gifts in advance of the child’s birth, 
appreciate the privacy factor. 

Experience with the small room has proven that cus- 
tomers are inclined to buy better gifts and larger 
amounts of them, according to Mr. Cayce. More spe- 
cifically, the friendly atmosphere and privacy encour- 
ages them to give the names and facts about the child 
for whom the gift is intended, providing a valuable 
future-customer list. 


REPLACING LOST DEPARTMENTS 
(From page 57) 


concentrating on the good items and avoiding the junk. 

Many articles have been published in THe Jewe.ers’ 
CircuLar-Keystone describing methods and principles 
of gift department operation by various jewelers. Others 
who may be considering the installation of such depart- 
ment will find it helpful to go back and study these care- 
fully. Visits to the gift shows that are held periodically 
will also provide a source of much useful information as 
will a consultation of the advertisements of lines of gift 
articles suited to the jewelry store which appear each 
month in this magazine. 

Another class of goods that many jewelry stores have - 
found decidedly worth while is a line of high grade 
stationery and greeting cards. Here, as in giftwares, the 
jeweler must take care to select the finest quatities— 
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something that will not be duplicated in every depart- 
ment and stationery store—something “exclusive and 
different.” 

We know of one retail jeweler who put in such a line 
three years ago. The first year, the department did $800 
worth of business. Last year its volume was well into 
four figures. 

A good line of high-grade perfumes is another ex- 
cellent possibility, and one that has been profitably used 
by many jewelers. 

Still another is an art department. The Webb C. Ball 
Co. in Cleveland, does a large business in fine paintings, 
small statuary, and so on, as does Bromberg & Co., in 
Birmingham, Ala., and others. 

Yes, there are plenty of possibilities in various lines 
that the war is not going to shut off—and that you can 
be sure of continuing to get with no twinges of conscience 
that your merchandise is diverting one iota of materials 
or labor from the all out effort for victory. 

Fortunately, too, you still have a little time left for 
studying and planning ways and means to deal with the 
situation. While in one or two cases, such as typewriters, 
the restrictions have taken the form of forbidding retail 
sales of the items, most of them have only reduced or 
stopped manufacture, which means that you can con- 
tinue to sell whatever stock you have (or can get from 
your wholesaler) while you’re working out your new 
plans. 

But it’s time to begin thinking and planning now so 
that when present inventories are gone you can swing 
right into the new things without loss of time. In busi- 
ness, as in war, foresight, careful planning, and alert- 
ness to seize opportunity without loss of time are half 
the battle. 


HUSBANDS DON'T KNOW PATTERNS 
(From page 82) 


Such questions always meet with a sudden cordiality 
when the husband thinks it over—and 90 per cent of all 
such prospects visit the store within the next few days 
to follow up the suggestion. 

A natural inference of this program would be that it 
would be wise to explain the pattern and ensemble 
theme to the buyer when he makes the purchdse. Mr. 
Getz realizes this, but at the same time he is convinced 
that more returns come from simply using the “sur- 
prise” angle with the husband as a principal selling 
point. “If the husband is unaware that he bought a 
specific pattern, he sees a quick way out of his gift- 
choosing dilemma when the pattern is explained,” he 
said. ‘Consequently, the average husband will glee- 
fully seize upon the suggestion as if it were his own 
idea.” To date, the store has sold more than half of 
its total sterling-customer list at least twice. 


} 


Lockets are in the limelight after languishing in 
popularity for a long time. They are a favorite ex- 
change gift between those off at camp and those at home. 
Are you carrying the many new versions of the locket 
—the pin, the locket on chain and link necklaces, the 
locket on a fob, the “night and day” locket which can 
be worn or else stood up on a table? 
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SIDEWALK SPECTATORS NEED WINDOW DRAMA 


Unless a store-wide sale requires it, I don’t think a 
display should ever be so crowded with merchandise 
that a passerby can’t see the “forest for the trees,” 
writes W. Bayard Okie, Jr., widely known window dis- 
play expert, in the current issue of Gruen Time. And 
even in the case of the sale I have my doubts. 

It should seem preferable to the average jeweler to 
conduct his display campaign categorically; that is 
rings one week, watches the next and wedding gifts or 
graduation suggestions in their proper calendar weeks. 
If you must show every branch of your stock concur- 
rently, do so with the least number of intelligently 
chosen articles. A cohesive presentation-idea however, 
wilt remove the curse from the most indigestible mix- 
ture of normally unrelated merchandise. 

For instance, if your whole window can be made to 
represent a formal dinner table, there is then reason to 
show not only china, crystal, glassware, flat and hollow 
ware but evening bags, gold vanities, cigarette cases 
and holders, lighters and ash trays as well! Perhaps 
you don’t sell linens or lace and you certainly don’t 
stock fresh flowers but a neighborhood merchant, for a 
credit card, will gladly supply them. 

The improved quality of display merchandising in 
every field these days is preparing your sidewalk spec- 
tators for displays which dare be more and more un- 
conventional. 

The merchandise sold by every jeweler is essen- 


tially small merchandise. That is why I cannot approve 
of a towering expanse of plate glass in front of a win- 
dow space which itself is vast enough to show the life- 
size mannequins used by your local dress shop.. It seems 





An Easter window, as dramatic as it is simple. 


to me that pedestrian traffic is immediately drawn to 
a window which has been radically reduced in size. 

The precious quality of jewelers’ goods is magnified 
many times if it is treated like jewelry instead of shoes 
or luggage! There are methods of closing down a large 
window until it becomes a dramatic eye level receptacle 
for the most tempting merchandise commerce has to 
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Sell ETERNA Watches 


oalls con service. 
a . tories or relief organizations, will appreciate a 
watch that will stand up under all wearing con- 
ditions. 


ETERNA 


ETERNA WATCH COMPANY OF AMERICA ¢ 580 FIFTH AVENUE, N.Y. C. 


to WOMEN... 


THEIR DEFENSE WORK REQUIRES A RELIABLE WATCH 


Eterna “Protected Precision” Watches can “take 
2 it,” yet will always give consistent and reliable 
Women everywhere, whether in fac- 


@ Illustrated is one of the Eterna advertisements that 
will appear in Esquire, Fortune and the New Yorker 
Magazine for May and June. 
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* Fine 15-Jewel Gallet Movement 


* Glacidur Metal Balances and Nivarox Hair 
Springs Make it Anti-Magnetic 


* Sta-brite Steel Case 


* In Men’s and Ladies’ Models; Also in 
Models. for Doctors and Nurses 


FPF SF SS SS SSS SSS SSS SSS SSF SSS SF SSS SS SS Sy 


. 
: Jules Racine & Co., 20 W. 47th St., New York City 


Please send me data on your watches 


Store Name .... 


- Address 


Fh ee ee ee et 





offer. Painting or “blacking-out” the useless area or 
simply curtaining the glass, except for a small rec- 
tangle, will do the job effectively. 

Theatrical spotlights now obtainable anywhere, have 
a lighting quality which is without substitute. It is a 
controlled and magnified light which gives brilliant 


Telephone receiver off the hook catches the eye. Watch 
repair tools are also shown. 


highlights to jewels and precious metals. The blandness 
of all-over open illumination makes drama impossible. 
Miniature mannequins and small-scale window props, 
because they are unexpected, have a very eye-compelling 
effect in a window setting planned for them. A 15-in. 


Fifteen-inch figure of a bride and Gothic background tell 
the wedding story. 


figure of a bride carefully gowned and shown in front 
of a background of Gothic church arches tells your 
story for June more vividly than countless reams of ex- 
planatory copy. 

A window in deference to the Red Cross at the time 
of their annual drive, is a perfect example of how help- 
ful seasonal events and holidays can be when they are 
dramatized; watches with long sweep second hands, 
gold pencils and pens can be shown as gift suggestions 
for doctors and nurses! 

Here is a fresh approach to an old subject... your 
watch servicing department. Place an extension tele- 
phone hand-set in your window with the dial-disk bear- 
ing your own telephone number. Surround the phone 
with new watches and the tools for watch-servicing. 
Let the card read, “If you have a watch problem, call 
2487.” 
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CLOCKS OF QUALITY 


The models illustrated represent selected designs on which production is now limited 
due to war emergency. Under existing conditions your wholesaler will make every effort 
to furnish these clocks. Delays are unavoidable. 











No. 424W 






ge 2 moited cases “Cannes roryeuite "eek 
2 » ae ‘ — eS or mottled brown. Self-starting electric No. 390W 
- uine wainut case. time movement. Size 7%" x 4”. 4%” = 3” oblong 






Self-starting electric time move- 


peat dial with two-tone numerals. Gen- 


uine walnut case in modern 
Self-starting electric time movement 





































FOR DEPENDABLE TIME SERVICE FROM YOUR WHOLESALER 





CASH PAID FOR WATCHES 


And Nationally Known Items 


now eb seman 


If you have surplus stocks of desirable new watches or 
other nationally known items communicate with me. 
Submit quantities available. Only new merchandise will 
be considered. Immediate cash payment. 


MAX JELLINEK 


36 WEST 47th ST. NEW YORK, N. Y. 
Telephone LOngacre 3-6059 
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| : i] “ New Haven a” 
fie 
_ Contribution To 


PVICTORY 


FOR the duration, The New Haven Clock 
Company has placed at Uncle Sam’s disposal 
its entire resources, as follows: 


© 


A well-organized, modernly equipped plant 
covering nearly two city blocks, and capable 
of producing over 3 million timepieces a year. 


© 


A manufacturing experience rip- 
ened by: 
Five generations of spring wound 
timepiece manufacture, 
Intensive study and refinement of 
the synchronous electric clock move- 
ment, 
Notable development of the automo- 
bile clock through numerous types 
and styles, 
Pioneership in wrist watches dating 
back to the doughboy of World 
War I. 
@ 
And—tfrom front office to shipping depart- 
ment, an industrious personnel imbued with 
a feverish desire to Beat the Axis and end 
the warl 


©¢ ¢ 


If we are, therefore, no longer able to supply our 
dealer and jobber friends their usual volume, we hope 
they will understand, and be patient till it’s once 
again safe for Bluebirds over the White Cliffs of Doverl 


THE NEW HAVEN CLOCK COMPANY 
NEW HAVEN, CONN. 


NEW HAVEN a lls 


SINCE 1817 
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ts ~ible 


The idle dollars now repre- 
sented in obsolete, dis- 
carded jewelry should be 
put to work. 


IT IS YOUR DUTY 


to inform your customers 
that they can cash in on 
any of their 


OLD GOLD-— 
SILVER—PLATINUM, 
filled & plated scraps, etc. 


* * 


DEE CHECKS SATISFY— 
Ship direct to 


DEE & 


/Feecious ela ee 
CHICAGO AND SALES OFrict 
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N ONE OF ITs important effects on jewelers, w-a-r 
i] might well be spelled w-r-i-t-e. Now, especially, is 
this true since typewriters are no longer freely made. 
Time, then, for the alert jeweler to assemble a window 
or counter display with this card, ““No Priorities on Pens 
and Pencils!” showing everything for the comfort and 
convenience of correspondents: calendars, pens, pencils, 
inkstands, clocks, stamp holders, etc. 

* * * 


Economy TIPs are soon going to be worth their weight 
in gold. One jeweler polished off a good crop by the 
simple technique of asking his employees for their ideas 
on efficiency and business-getting. How long is it since 
you did? 

* * & 

To avoIp PROMIscuous—and careless—handling of 
good pieces on clearance, Macy’s have set a small, extra 
glass shelf high within a display counter and placed 
thereon the reduced pieces with a simple sign with the 


one word “Clearance.” 
* ¥ * 


Here’s AN ENTIRELY new wrinkle—co-operate with 
your local beautician to match jewelry with hair rinses! 
The idea is particularly timely for the current emphasis 
on topaz. So, work out a collaboration with your hair 
specialist for “topaz tints’ —madeira topaz, a fiery cop- 
per shade; gold topaz, warm and mellow; smoke topaz, 
soft misty gold; and rose topaz, a delicate roseate glow. 
The fashion has the authority of Saks-Fifth Avenue, 
New York, to back it up. 


* %*+ * 


Have you A sPEcIAL spot to which your customers 
habitually turn whenever they drop in? If not, this is 
a good time to set one up. Call it your corner for the 
“Interesting and New” and place therein whatever has 
“chatter value,” whether it be ceramics, a new type of 
plastic beads or whatever. It will mean many extra 


sales. 
* & «& 


ONE SURE-FIRE promotion scheme that always works 
is the one set up co-operatively with your neighbors. 
The latest was developed by Worth Avenue, Palm Beach, 
Florida. Every day one person gets a $25 defense bond. 
All the stores, but no customers, know in advance how 
the selection is to be made and what the daily change is. 
For instance, sometimes it’s the third customer to enter 
a particular store; then again, it’s the last one before 
lunch, etc. The idea is working miracles for “luxury 
shops” and can do likewise for others all down the line. 

* * # 


Diamonp JeweEtry tells a story of wartime romance. 
Here’s a way to capitalize upon that sentiment now. 
Hold a contest, inviting people to display pieces from 
the last war and let passersby vote on the most inter- 
esting, the most beautiful, etc. Meanwhile, in another 
part of your window show sweetheart symbols, service 
insignia, remembrance rings and friendship circles being 
used today so that in effect you will have a “then,” and 
“now” exhibit. 
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STEADY 


IN TIMES LIKE THESE— 


IT IS MIGHTY SATISFYING TO HAVE A 
BIG, FRIENDLY WHOLESALER TO DEPEND 
Pee a et iat ce. eee 


IT WILL BE MORE AND MORE SATISFYING 
AS TIME GOES ON. 


THE 1942 







 BECKEN BOOK 


S\LVERWARE 
MATERIAL 
TOOLS 
OPTICAL 
GOODS 





DIAMONDS 
WATCHES 
JEWELRY 
NOVELTIES 
CLOCKS 



















O1 TO YOUNG? CO 
AND 
CH KNIGHTS~ 1 HEARLE CON 
cr \C AGO 


THE 1942 BECKEN BOOK 


Becomes more valuable every day as fewer 
salesmen call. It is on the job 365 days a 
year, with everything that’s available — and 


always at the lowest current prices. 
Go. 


29 EAST MADISON STREET 
CHICAGO 


DENVER: DETROIT: 
Steel Bldg. Michigan Bldg. 
TAMPA: 

Tampa Theatre Bldg. 


NG eo Vm) GNM 
DEGhEN 
Established 1887 

















“Buy from Becken—and get the Best”’ 
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Below 

6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet bracelet. 
A692—17 Jewel.... $35.75 





Left 

6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet silk cord. 
A690—17 Jewel..... $33.75 





GEM STONE INDUSTRIAL PRODUCTION 
(From page 86) 


of superiority and authority that one cannot feel is 
well founded. In the introduction the author states that 
hardness is “a specific property of solid material which 
has hitherto escaped a scientific definition.” Since when? 
When he says that synthetic sapphire boules are “first 
split along a twin plane. Usually no great care is taken 
to find the crystallographic orientations,” it seems that 
he has had little experience with the almost inescapable 
splitting of the boules as the tip is broken. After listing 
Kraus and Slawson’s table for hardness on different 
faces of the diamond, showing the octahedron face to 
be hardest he says: “in spite of the fact that diamond 
cutters also take this view, the writer is of the opinion 
that this could only be proved by scientific investiga- 
tion”. He must think Kraus and Slawson worked with 
a ouija board in a dark room. 

The book is valuable because it is unique, it is prob- 
ably essential to all cutters, and industrial users of gems. 
It could be better, but will have to do until a better one 
comes along. —-F. H. Poveu. 


DIAMOND TRADING CO. SELLS FROM BERMUDA 
The Diamond Trading Co., Ltd., and the Diamond 


Corporation have opened an office on Front St. in 
Hamilton, Bermuda, for the sale of rough diamonds, 
which are for the most part stones that were shown at 
the recent New York World’s Fair supplemented by 
an assortment sent in from England. 

‘Apparently, it was impracticable for the diamond 
organization to sell the rough in the United States under 
a technicality of the Sherman Act, which, it is said, 
would classify the Diamond Trading Co. and the Dia- 
mond Corporation as a monopoly, regardless of how- 
ever vital and essential such control of supplies may be 
to the stability of the jewelry industry. 

Here’s what a company spokesman told a Bermuda 
newsman representing J.C.-K.: “When buyers and 
cutters require diamonds, they send to London for them. 
However, instead of shipping the diamonds from Lon- 
don, they are now sent from Bermuda. When stocks are 
exhausted here, the arrangements will revert to London. 
It is merely an expedient. Our reason for doing this 
was to supply more easily the New York market.” 

Bermuda’s bonded diamonds act, enacted several 
months ago, provides for the storage of uncut diamonds 
and levies a tax of 1 per cent on the selling price when 


they are withdrawn. Unless this tax is paid, the dia- 
monds may not be exported, with the exception of con- 


6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 


6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 


case with stainless steel case with stainless steel s an ‘ i oy a 8 
Sak Makeak GUN Meiaden. . .ceeeat: Maine Goll Geures. signments to approved dealers within the British 
Ratchet bracelet. Ratchet silk cord. Empire. 


A696—17 Jewel ..... $35.75 
Shown above are suggested 
retail prices. Your Keystone 
Prices are A692 — $25.10; 
A690 — $24.30; A696 — 
$25.10; A698—$24.30. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star. Belove, and 


I.D. Watch Cases 


So Hila plea hel ware Assuming that the World’s Fair stones could not be 


kept in the United States, probably no better geo- 
graphical location than Bermuda could have been found. 


Send for the 1942 W&C 
Catalogue 


CORRECTION 


The review of the new book on diamonds, “Fire in 
the Earth,” by James R. McCarthy, which was printed 
on page 79 of Tue Jewevers’ CircuLar-KeystTone for 
March stated the price of the book as $2. This was 
an error, the correct price being $2.50. 


( hienyo 


3 South 


Wabash Ave. 


Hlinois 
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Are you Conszaering 


a few of the many jewelry stocks 
purchased by us in the past ten years: 


numerous to tabulate. 


WRITE! WIRE! PHONE! 


We'll call on you at our expense, 
and of course keep your com- 
munications confidential. 





In either case, consult Gordon Brothers for a sound basis on 
which to act. We are the largest jewelry stock buyers in the 





GOING OUT OF BUSINESS 


A definite decision? or a half-formulated plan in your mind? 





country, and because of our specialization usually make the OR SELLING 
highest bid. For further facts about us, consult the Jeweler’s P ee STOCK 
Board of Trade or your local bank. And to give you some s rhe y wag 
idea of the calibre of stocks we have purchased, here are * to us. Within 24 ies 


our check goes out to 
you as an offer, your 
stock held intact await- 
ing your acceptance. If 
unsatisfactory, your 


R. Hamel, Lewiston, Me., $25,000. . Harris & Shafer, Wash- merchandise shipped 
ington, Pe G.. $150,000. +. B. Frontis, Clinton, S. ol $15,000. back to you at once! 
Koch’s, Savannah, Ga., $50,000. Newsalt’s, Dayton, Ohio, 











$500,000. Siebel’s, Saginaw, Mich., $65,000 and others too 


ordon 


Brothers 


Cash Buyers of Jewelry Stocks and Fixtures 
18 PROVINCE ST. BOSTON, MASS. 























Just Published 


PRACTICAL GEMMOLOGY 


A handy reference book and guide to gem 
testing written in the form of a series of les- 
sons. This newest importation from Britain 
covers in succession crystallography, physical 
properties, specific gravity, light, measurem 
of refractive index, color in gem distinction, tt.. 
gem species, synthetic gems, imitation gems, 
composite stones and artificially induced color, 
styles of cutting, practical gem testing, the 
pearl, coral, amber, jet, tortoise shell, ivory, un- 
usual gemstones and ornamental minerals. A 
useful feature is the summary of important 
highlights at the end of each lesson, and a few 
questions, the correct answers to which are to 
be found at the close. 

Other information and pertinent hints make 
this book a “must” for the gemologist’s, 
jeweler’s and gem student’s library. 


Price $2.00 Postpaid 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St. 56th and Chestnut Sts. 
New York, N. Y. Philadelphia, Pa. 





he CHRONOMETERS 
Robert Webster, F.G.A. W ANTED 


WANTED for the UV. S. A., chronometers, 
marine and watch type mounted on gim- 
bals in boxes. The need for these in- 
struments is acute and jewelers can help 
by giving up non-essential chronometers. 
We have made arrangements with the 
government to recondition used chro- 
nometers to government specifications and 
will pay a fair price for any marine or 
watch type chronometer in running or- 
der. Do not ship chronometers to us but 
write giving complete description imme- 
diately. During the present emergency a 
second-setting or other fine Longines 
Watch will allow you to have the cor- 
rect time in your window or on your 
counter and replace your chronometer 
which is urgently needed for essential 
war service. Write today, address 
CHRONOMETER DEPT., Longines-Witt- 
nauer Watch Co.,; Inc., 580 Fifth Ave., 
N.Y. 
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Quality Staples Should Dominate Gift Sections 


well-rounded, carefully chosen 
leading lines will not only 
be profitable but will enhance 


your merchandising reputation 


by VINCENT S. LIPPE, JR. 


Hand painted on the reverse of glass panels 
and signed by the artist, these unusual wooden 
cigaretfe boxes are 6!/2" long, 334" wide and 
1%" high. Retail prices are: Left, $12.80; 
center, $8.60; right, $12.80. S$. White & 
Company, 225 Fifth Ave., New York, N. Y. 


Fine English bone china, 
with delicate floral design, 
is available in a coffee set 
(service for six) to retail 
at $19 per set. Cup and 
saucer retail at $1.50 in 
open stock. Literature on 
many imported and do- 
mestic lines will be sent on 
request by Koscherak Bros., 
Inc., 129 Fifth Ave., N. Y. 


The sparkling crystal rooster stems are accentu- 
ated by the colored bowls and feet in this set 
of 8 cocktails with a capacity of 3!/, ounces, 
each in a different color. Each set retails at 
$6. Catalog of other items on request. Marks 
& Rosenfeld, Inc., 147 Fifth Ave., New York. 


HE vexations confronting the jeweler today in the 

installation of a gift and art department are many 
and varied. The first and main problem, that of profit, 
can be faced and conquered only after an accurate 
appraisal is reached by the jeweler of the likes and 
dislikes of his regular clientele. He must then take 
careful stock of the amount of display space which can 
be devoted to gift merchandise. It is a cardinal law 
of successful merchandising that space should never 
be allotted to lines or items, no matter how beautiful, 
which are not readily salable. A prestige line which 
is priced out of all proportion to the purses of regular 
customers remains merely a “dust catcher’ and takes 
precious space from more medium priced merchandise 
which could provide a continuous turnover. 

On the other hand, the worst mistake a jeweler can 
make is to crowd his shelves with trivial, inexpensive 
gadgets. In order to insure real profits, he must allocate 
most of his investment to the staple quality lines on the 
market. It is almost fatal to select items from many 
lines as the inevitable result is a heterogeneous jumble 
of merchandise seemingly crowded into a limited space. 

It is important, of course, that some small part of 
the annual expenditure should be set aside for gifts 
of the eye-catching variety. However, it is certainly 
not necessary to stimulate customer traffic by bargains 
alone. Cutting the prices of the novelty shop around 
the corner surely comes under the head of business 
lassitude. A little more effort and ingenuity in the 
search for unusual gifts will certainly result in a more 
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WORLD RENOWNED 


OLDSCHEIDER 


ARI CERAMICS 
pte, 


e EVERLAST FLORALS 


Boxed Arrangements in Dried Flowers 


e EVERLAST METAL PRODUCTS CORP. 
Accessories in Decorated Metal 

e THE AMERICAN GOLDSCHEIDER GORP. 
Art Ceramics 


¢ MARTI of HOLLYWOOD 


Figures in the California Manner 


e POSEY MANUFACTURING CO. 
Accessories in Natural Wood 


EVERLAST « 225 FIFTH AVENUE, NEW YORK « 712 SO. OLIVE STREET, LOS ANGELES 
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Exquisite floral centerpiece, reproduced in nat- 
ural colors by Porsalana method. From an ex- 
tensive assortment, this number retails at $5.50. 
Catalog available from Marimac Novelty 
Company, 225 Fifth Ave., New York, N. Y. 


¥ 3 , 


profitable operation and at the same time enhance the 
store’s préstige; which in the final analysis is the hall 
mark of the jeweler. 

Because of this very element of hard-won prestige, 
the jeweler is faced with an obvious challenge in the 
presentation of his gift merchandise. The main con- 
tact of a jewelry store with the public is through the 
show window. An ultra-smart display of distinctive 
and carefully selected merchandise will do infinitely 
more to’ entice new customers into a store than a win- 
dow over-burdened with bargain ‘“‘come-on” items which 
can be found in every community gift shop or depart- 
ment store. 

Probably the most successful path to correct mer- 
chandise selection would be to confine the major buying 
to nationally-advertised or well established lines. On 


Quaint mirrors; the Victorian with a pastel 

ribbon through embroidery, $19; the other, 

Baroque, $15 retail. The ladies themselves, 

in dainty colors, $5. Shown by Fanny Morse, 
225 Fifth Ave., New York. 


Shown in plain crystal, these graceful swans are 
available in a ruby and crystal treatment as 


a theoretical investment of $5,000, $4,000 should be 
nie 2 inv lled “solid” li tn the fellas well as a rose engraved pattern on crystal. Re- 
invested in the so-calle solid” lines in the following tailing from $3 to $15 each, available at Paul 
order of importance: 1, quality domestic crystal line; A. Straub & Co., 19 E. 26th St., New York. 
2, outstanding domestic or imported china; 3, one of f Brice tearm . 
many excellent domestic wood lines; 4, a smartly styled: ee 
porcelain or pottery line; 5, an available metal line; 
6, decorative centerpieces or simulated flowers. 
Approximately $1000 should be allotted to “pick-up” 
merchandise such as ashtrays, ceramic figures, sterling 
silver miniatures, cigarette and candy boxes. 


J. H. Stouffer & Co. of- 
fers gold decorated china 
sugors and creamers, ser- 
vice plates, cake plates, 
candy boxes, salts and 
peppers, etc. Prices and 
information may be had 
from Lipman .& Gottschalk, 
261 Fifth Ave., New York. 


Wood writing case in an- 

tique design and tole box 

: z# trimmed with lacquered 

Now preserved in pottery—pert Charlie Mc- e Cee if : doily, from the Francis 
Carthy and bucolic Mortimer Snerd from the £3 Ga - Martin collection as shown 
Will-George Ceramics line as shown by Robert _ by W. C. Owen, Inc., Mer- 
P. Pierce in the Merchandise Mart, Chicago. % chandise Mart, Chicago. 
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increasing demand jor individual Teacups as 
é 


— 


+968 "MIRRO" FRAME 
Prices Wholesale Prices Wholesale 
| ae lel $3.75 9x12" ; : $4.50 
8"x10" : 3° Sere 10"x13" 3 5.00 


Other picture frames in the famous ''MIRRO"' line from $6.75 per dozen. 
Write for illustrated folder. 


A. STANLEY BRUSSEL ETH AVEN . NEW YORK. N 
225 Fifth Avenue New York 
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The outstanding Novelty 

in glassware; a most” 

successful seller. 
(Patent applied for) 


Lead blown glass, in 
sets of eight different 
colors with crystal stems 
—$2.75 per set of eight, 


= = . San minimum 12 sets; special 

: & : price for larger quanti- 

ICTORY AGLE IN : = : ties. Also comes in all 

; : ne crystal. 

This highly dramatic version of America’s 

valiant eagle forms a timely and handsomely 

finished pin in sterling silver. 3” overall—$2.75 
ea. wholesale. 





Write for literature. 


CATHAY GRAFTS CORP. New york. ¥. 
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LETTER BASKETS, antiqued parchment with interesting 
prints or cut out designs, $1.50-$1.80-$2.25 each. 


BOOK ENDS $3.00 pr. 


CANAPE TRAYS—lacquered prints bordered in red, 
blue, black $9.00 doz. 


i a a ot 


This earnest little fellow forms a rotund pottery bank 
to help you save for Uncle Sam. Hand-decorated floral 
wreath decoration and pink accents on ears, eyes and 
snout. Height 4% inches and available for immediate 
delivery at $7.20 per doz. wholesale. Order Today! 


DecorATIVE GRAFTS INC. 225, 8 
HRI HORT RI ROR OR IOI IO i ie RIOR RI IOI oa i oer 
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= 225 FIFTH AVENUE 


AT TWENTY-SIXTH STREET 


LExington 2-2524 NEW YORK CITY. 
cong ete THE ROAD AAO A 
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by VINCENT S. LIPPE, JR. 


—o . at 225 Fifth Ave., New York. Wal- 
ter Reeder Associates are now located in Room 645 
of the Gift & Art Center where they are displaying the 
lines of Hunt Crystal, Monogram Glass Co. and E. & F. 
Jung metal and china accessories, as well as a number 
of other gift lines. Walter Reeder, who was buyer at 
Ovington’s, New York, for over 21 years, will cover the 
Eastern territory with these lines in association with 
Milton A. Porgus . . . Mollie Boynton, Inc., has just 
introduced a line of ceramic floral pins and matching 
earrings to wholesale at $1.75 per set . . . Lyda Norton 
is showing a group of composition figures which repro- 
duce in excellent detail the famous Dresden courtiers 
and their ladies . . . The line of ceramic animal figures 
manufactured by Cemar Potteries will be represented 
in the future by the firm of A. Stanley Brussel ... Mary 
A. Schermerhorn has acquired the lucite line of Cal- 
plasti-Corp. ... New spring catalogs are now available 
from Sun Glo Studios, Ethel Page and Camark Pot- 
tery. Copies will be sent on request ...S. White & Co. 
have been appointed the new Eastern representatives 
for the English line of Beswick animal figures . . . Some 
of the most exquisite ceramic pieces to be found in the 
gift market are incorporated in the new “Hermione” 
and “Kay Finch” lines, displayed in the showrooms of 
Max Wille . . . The reaction of jewelers to the initial 
group of “jewel trees” recently introduced by Marimac 
Novelty Co. has been so favorable that the firm plans 
to greatly augment the present line to include items in 
a wider price range . . . The collection of Kenton Hills 
porcelains, now being shown by Rubel & Fenton em- 
bodies some of the finest underglaze technique in Amer- 
ica—definitely ideal merchandise for the quality jeweler. 


* * * 


A. Stantey Brussei’s sudden demise at the recent 
Boston Gift Show was a violent shock to his legion of 
friends in the gift industry. No single individual in the 
trade was so universally admired and respected. Though 
his niche will be impossible to fill, it is most satisfactory 
to know that Stanley’s popular office manager, Mollie 
Marcus, will continue, at his express request, the active 
management of the firm in cooperation with Mrs. Brus- 
sel. 

* * * 

Mera.tex, Inc., 34 W. 32nd St., New York, has just 
completed an unusual line of lucite accessories which in- 
cludes: dresser sets, trays, clocks, picture frames, bowls, 
candlesticks, crumb sets and powder boxes. Retail prices 
range from $6 to $30 each. An illustrated catalog will 
be sent on request. 

* * * 

Just OFF THE PRESS is an oustanding portfolio of 
fine American glasses issued by Marks & Rosenfeld, 
Inc., 147 Fifth Ave., New York. The brochure features 
their exclusive Harlequin, Chanticleer and American 
Bouquet cocktail sets. 
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%ZCE with 
KEG/STRAR Deal No. H3 


NG 

1s NOVEL, EYE-CATCHI 

Te TMDOW AND COUNTER 
DISPLAY- HAND! 


GET YOURS TODAY! It’s 
making REGISTRAR sales 
soar to new heights, because 
it gives the 2 in 1 features of 
this famous billfold the chance 
to really strut their stuff... 
Deal H3 also includes FREE 
It’s a Natural! newspaper mats—counter 
True to life—holds any cards and a clever series of 


P. G. billfold, arresting 


from any angle. Height wore 
10", width 9°. Comes in Blotter envelope stuffers—All 
Cream and Red with felt of which rounds out a mer- 
base and extra “‘Atten- aS 

tion-getting” cards for chandising package no pro- 
insertion in billfold as * 

different ones are used. gressive dealer should be 
NOW MORE THAN ; : 
EVER—STOCK THE Without... Write today for 


REGISTRAR. the details on how you, too, 
y can cash in on this Hand- 

\a? Display and the powerful sales 

PRINCE GARDNER promotion that goes with it. 


a 
PRINCE GARDNER 


ST. LOUIS CHICAGO NEW YORK TORONTO 
Pine at 19th 36S. State St. 358 5th Ave. 468 King St.W. 


SIDE VIEW 
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Lovely ‘'Co-Star’’ is now available in an all- 
precious metal combination consisting of 
gold on sterling (925/1000) silver 


Our complete 1942 Spring line will 


also feature gold on silver combination. Now 


being shown by your favorite wholesaler. 


UW. JEWELRY COMPARY< INC 
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Less Jewelry Base Metal 
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White Metal Manufacturers 
Can Use Some Tin and Lead 
During Month of April 


a 


Like men placed on a strict diet 
—some things not to be eaten under 
any circumstances, others just to 
be nibbled at—the manufacturing 
jewelry industry entered the second 
quarter of 1942, trying hard to coop- 
erate with the doctor and to get 
along for the most part with three 
essentials still left them, platinum, 
gold and silver. 

In a tabulation of the relative scarcity 
of certain materials; WPB last month 
included among “materials most vitally 
needed for war purposes and not gen- 
erally available for civilian needs”: Alu- 
minum, chromium, copper, iridium, lead, 
nickel, tin and jewel bearings. The use 
of all these materials for civilian pur- 
poses has either been eliminated entirely 
or progressively restricted during the 
last several months, and developments 
continued fast during March. 


White Metal Jewelry During April 


In a move that provided a ray of 
sunshine for the extremely dark out- 
look for manufacture of electroplated 
jewelry the War Production Board an- 
nounced March 17 that subject to cer- 
tain requirements, jewelry makers may 
use in April an amount of tin equal to 
3 per cent of the amount used in the 
year 1941. The requirements are that 
the manufacturers have the metal on 
hand and that they file the proper form 
(PD-229) with the WPB before April 1. 

Furthermore, the manufacturers so af- 
fected may request and will receive an 
equal amount of lead. 

Normally the trade uses a white metal 
alloy which contains 90 to 98 per cent tin 
but under the new conditions the amount 
of tin will be sharply reduced and lead 
substituted. Thus, if the tin content is 
brought down to say 50 per cent there 
should be a considerable amount of white 
metal jewelry turned out in April, al- 
though it probably will fall far short of 
monthly averages registered before the 
freezing order of February. In addition, 
it is believed that the use of tin in- 
creased considerably during the latter 
part of 1941 as manufacturers turned to 
the metal as a substitute for the previ- 
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ously restricted copper; hence, the base 
figure should prove favorable. Of course, 
those firms having no stocks of tin will 
find no comfort in the WPB order while 
those with inventories too small to pro- 
vide 3 per cent of the 1941 consumption 
will be assisted only to a limited extent. 


Costume Jewelers' Tin Stocks Rounded Up 


A roundup of white metal frozen in 
the hands of costume jewelry manufac- 
turers was started March 20, with the 
National Lead Co., New York, purchas- 
ing the metal as agent for the Metals 
Reserve Corp. Manufacturing jewelers 
were notified to report their inventories 
of white metal, tin and other tin-bearing 
metals and whether they are willing to 
sell at the following prices: ingots, 574 
cents per pound; sheet and wire, 60 cents 
per pound; findings, 67% cents per 
pound up to 20,000 pounds from a single 
holder, and 60 cents per pound forgmore 
than 20,000 pounds from a single holder; 
scrap, 47 cents per pound of tin content. 

WPB thus expects to acquire 1,000,000 
to 1,500,000 pounds of the metal for 
war uses. This is the second nation-wide 
round-up of scarce material; the first 
was aluminum. 


Some Copper During April? 


As this issue of Tue JeEwrters’ Circu- 
Lar-Keystone went to press_ there 
existed in the Providence-Attleboro area 
a pronounced optimism that relaxation 








Gold Alloys Using Any Nickel 
Or 50 Per Cent Copper 
Outlawed After March 31 





of the copper order was forthcoming be- 
fore the April 1 deadline when the in- 
dustry will be denied the use of the red 
metal and its alloys, except for alloying 
up to 50 per cent with gold and silver. 

The jewelry industry representative of 
the WPB conferred with a committee of 
the N. E. Manufacturing Jewelers’ and 
Silversmiths’ Association and while the 
association refused comment on ethical 
grounds other well informed sources told 
the JC-K they expected the WPB would 
allow, for a limited time, the use of cop- 
per at a rate of about 25 per cent of the 
1940 pace. 

Meanwhile, the search for, and experi- 
mentation with substitutes is on a steady 
increase. Silver continues far out in 
front with silver and gold combinations 
also prominent. Plastics, wood, glass and 
leather are being used to varying de- 
grees, while the much exaggerated 
spaghetti and macaroni are among @ 
group considered of minor importance. 
As may be expected, individual firms are 
most reluctant to discuss their experi- 
ences. Gerald E. Rosenberger, treasurer 
of Cohn & Rosenberger, has expressed 
the belief that creation of saleable mer- 


(Please turn to page 117) 





Leonard, Named Jewelry Price Administrator, 
Plans Survey of Retail Stores’ Shortages 


Floyd Leonard, newly appointed chief 
of the Silverware and Jewelry Goods 
Unit of OPA Durable Goods Section, 
came to Washington from Chicago, where 
he was head of the Goldblatt depart- 
ment store’s jewelry department. The 
pleasant-mannered youthful executive, 
formerly with Montgomery Ward & Co., 
was born in 1905 in Rockwell, Iowa. 

Mr. Leonard is tall and built along 
lean lines. His features are generously 
proportioned, and of a leonine cast. He 
has a shock of dark brown hair, and his 
eyes are likewise brown, and surrounded 
by laugh wrinkles. Hobbies are hunting 
and* fishing. He doesn’t like the confu- 
sion of wartime Washington. 

“We're just a couple of guys named 
Joe, trying to get along as well as we 
can,” said Mr. Leonard modestly, in sum- 
ming up his attitude toward his job of 





price fixing in the jewelry field. He wants 
to give the industry as much help as pos- 
sible by making market surveys in vari- 
ous jewelry lines to discover just what 
shortages exist, and what factors tend 
to force prices upward. Then he wants 
to make this information available to 
industry members. 

“We want to find what the situation 
is, decide what to do, announce it, and 
try to take as much confusion out of the 
picture as possible.” 

According to Mr. Leonard, it is doubt- 
ful whether a decision has been made to 
fix prices at the retail jewelry store, or 
to make any “victory products.” 

The Silverware and Jewelry Trades 
administrator has his office in Room 2327 
in Temporary Building D, at 6th and 
Independence Ave., Washington, D. C. 
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Retailers Are Receiving 
More Watches Than in ‘41 
But They'd Like More Yet 


Jewelers name 22 sorts of merchandise 
as hard to get from wholesalers at the 
present time, with watches leading the 
list according to a recent survey by 
Dun & Bradstreet, Inc. 

These, of course, include not only the 
conventional lines of jewelry such as 
watches, silverware and jewelry, but also 
such secondary lines as electrical appli- 
ances, radios, cameras, fountain pens, 
briar pipes, thermos bottles, leather goods 
and products made of some plastics, 
stainless steel, aluminum, brass and 
chromium plate, nearly all of which in- 
volve the use of critical materials. Most 
of the stores reported that they could 
get some but not enough of the scarce 
items to meet the demand. The majority 
know the time is past for placing new 
orders on staple lines with the idea of 
building inventory. 

In an effort to obtain a picture of the 
situation from the wholesaler’s stand- 
point, THe JeEweters’ CrrcuLar-KEYSTONE 
sent questionnaires to a number of 
wholesale jewelers throughout the coun- 
try. According to the answers received, 
we present herewith a view of conditions 
faced by the distributors who are making 
an honest effort to place available mer- 
chandise fairly: 

(1) Watches: Retailer’s orders have 
been greatly increased over those of the 
first quarter of last year, ranging from 
50 to 375 per cent. Lagging far in the 
rear of orders, deliveries to retailers 
range from slightly less than last year 
to an increase of 10 per cent over the 
1941 figures. In virtually all cases, 
wholesalers have had to resort to ration- 
ing of watches, generally on the basis of 
last year’s orders. Prices, in the majority 
of cases, were reported as the same as 
last year, and where increases were re- 
ported they were no higher than 5 per 
cent. Inventories ranged from 98 per 
cent of last year’s stocks, to only 10 per 
cent. 

(2) Watch Attachments: Rationing of 
these items was reported by but one 
company, and deliveries to retailers were 
reported up from 10 to 200 per cent 
over the first quarter of 1941. Retailers’ 
orders were up from 50 to 300 per cent. 
Inventories exceeded those of last year 
in all cases. 

(3) Clocks: Electric clock orders from 
retailers increased from 50 to 200 per 
cent, with deliveries in the same propor- 
tion. In several instances rationing was 
resorted to on the basis of former orders. 
Inventories ranged as high as 25 per cent 
over last year’s stocks. Spring clocks 
showed a similar increase in demand 
over last year, retail orders varying 
from a 200 per cent increase in some 
places, to a decrease in other sections. 
Price levels were reported variously as 
“normal” and as up 5 to 15 per cent from 
a year ago due to increased manufactur- 
ing costs. 

(4) Silver flatware: Few of the whole- 
salers queried carried sterling flatware, 
and of those who did, increased orders 
from retailers were reported although 
not specifically. Plated flatware orders 
showed an increase not given in specific 
percentages, and price levels showed an 
increase of 5 to 15 per cent over last 
year because of rising production costs. 

(5) Silver hollowware: The same situ- 
ation prevailed for silver hollowware. 
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Precious Stone Dealers 
Favor Saturday Closing 


LEOPOLD NATHAN 
Again heads stone dealers 


A resolution relative to Saturday 
closing was adopted by the members of 
the Precious Stone Dealers Association 
at their meeting at Schwartz’s restaurant, 
New York, on March 5. It was resolved 
that all members favored closing on 
Saturdays, commencing April 4 and con- 
tinuing until Sept. 26. Members not 
present were circularized and requested 
to abide by this decision. ‘ 

All officers of the association were re- 
elected for the following year, namely: 
president, Leopold Nathan of S. Nathan 
& Co.; vice-president, Thomas H. Bene- 
dict of H. R. Benedict & Sons; secretary, 
Isidore Lassner of Lassner & Lassner, 
and treasurer, George J. Klinick of 
Heller-Hope, Inc. The directors, Jack 
Drehe’ of Dreher Bros. & Wider; 
Charles L. Frank, Belgard & Frank; 
Sol Gordon, Edward Starke and Leo 
Wooleman, were also renamed at the 
meeting for another year. 


Curtailment of Refrigerators, 
Radios and Typewriters to 
Affect Many Jewelers 


Various merchandise departments in 
many American jewelry stores have felt 
the impact of the War, when the Govern- 
ment decreed that: 

(1) The sale, lease and trade of new 
mechanical refrigerators on and after 
Feb. 14, would be prohibited ; 

(2) The sale or delivery of new or 
used typewriters on or after March 7, 
would be prohibited, and 

(3) The manufacture of radios and 
phonographs for civilian use would be 
discontinued after April 22. 

(4) The manufacture of electric shav- 
ers, toasters, flatirons, percolators, roast- 
ers and other domestic electric appliances 
will halt May 31. But, as a huge stock 
of plated shells, nichrome wire, and other 
parts is on hand, manufacturers expect 
to fill orders for the rest of 742. 

And on March 23, the Office of Price 
Administration slapped ceilings on seven 
household appliances, including electric 
refrigerators, new typewriters, radios 
and radio-phonographs. 

The restriction laid upon production 
of these items stems not only from a 
desire to convert plants manufacturing 
these products to the making of defense 
materials, but also in order to conserve 
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Two-Show Plan Opposed; 
Many Exhibitors Won't 
Take Part in Either 


As this issue goes to press, both 
ANRJA and NACJ seem firmly deter- 
mined to proceed with their plans for 
holding their individual jewelry shows in 
conjunction with their respective con- 
ventions, and exhibitors are equally firm 
in their determination that unless a com- 
bined show is provided, they will not 
exhibit at all. 

Legal considerations of course prevent 
the exhibitors from taking joint action 
as a body, but most of the important 
firms, who contribute the greater part 
of the shows’ financial support, have said 
individually and emphatically that under 
no circumstances would they revert to 
the two-show arrangement, especially in 
times like these when patriotic as well 
as economic considerations demand the 
elimination of every waste. 

Their viewpoint is expressed in a re- 
cent letter from the headquarters of the 
Jewelry and Allied Trades Association 
(whose membership is made up of ex- 
hibitors) which reads in part as follows: 

“We have been working for one thing 
only, that being one jewelry show a year. 
When we tried to accomplish this in 
August we were at that time able to 
show the economic benefits of such a 
joint show to all of the parts of the 
industry. Since August we have gone to 
war, and what at that time may have 
been only economically sound now seem- 
ingly becomes patriotically necessary. 
Metals are already scarce; who knows 
what the condition will be in August? 
Man-power must be used to take care of 
the entire retail trade—not only of the 
comparatively few who attend conven- 
tions. ‘Transportation, whether by rail 
or car, should not be used in moving 
people from one show to a second un- 
necessary one, and we might go on cit- 
ing reasons that ultimately do sum up 
the questions not only of why more than 
one show, but rather why any show. 

“Since we have been unable to effect 
the continuation of the one-show idea, 
and since now each retail jewelers or- 
ganization is determined to run its own 
show, we refuse to pick which, if either 
organization, deserves our support, and 
put the matter back in the hands of each 
individual exhibitor, the biggest major- 
ity of whom you will recall voted to ex- 
hibit at one combined show, or not at 
all. The decision is yours to make as an 
individual. : 

“In conclusion we can tell you, how- 
ever, that many of the largest users of 
space, and the most outstanding firms in 
the industry, have individually and with- 
out consultation either between them- 
selves or with us, stated that they would 
not exhibit at either show this year.” 

That the suggestion as to the need of 
conserving transportation and its bear- 
ing on the convention question is not 
imaginary has since been confirmed by 
an announcement on March 15 from 
Joseph B. Eastman, Federal Director of 
Defense Transportation. Mr. Eastman’s 
notice warns of the transportation prob- 
lems created by the war, and says of 
convention travel: 

. .. “It may become necessary to re- 
strict large-scale civilian passenger 
movements at certain periods or in cer- 


(Please turn to page 112) 
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How to Get and Produce War Work Studied 


By New York and Newark Manufacturers 


Manufacturing jewelers in the New 
York area to the number of approxi- 
mately 400 crowded the Sun Room of the 
Hotel Edison, March 12, to hear discus- 
sions of ways and means by which their 
plants could get into the war effort. 

Meeting under the chairmanship of 
Jacob Mehrlust, who is head of the 
Jewelers War Production Committee, 
those present listened attentively to 
speakers from both the industry itself 
and the War Production Board explain 
the general principles and methods re- 
quired. 

Speakers included, in addition to Mr. 
Mehrlust, G. H. Niemeyer, chairman of 
the Jewelers Vigilance Committee; 
Henry L. Sperling, executive secretary 
of the Jewelry Crafts Association, and 
chairman of the industry’s pooling com- 
mittee; Leonard Shiman, chairman of 
the corresponding committee in Newark, 
N. J.; A. Shiman, of Newark, and W. I. 
Schulman and H. R. Stanley, of the 
War Production Board. 

The first step for the manufacturing 
jeweler who wants to do war work, it 
was explained, is to make an accurate 
inventory of his machinery and equip- 
ment by type and size, so that in seeking 
orders he can present a clear and ac- 
curate picture of the kind and amount 
of work he is prepared to do. This proc- 
ess is known as the facilities record and 
is to be filed with the district office of 
the War Production Board, which, in 
the case of New York City, is located in 
the Chanin Bldg., 122 E. 42nd Street. 

Since for the most part jewelry shops 
and jewelry manufacturing equipment 
are too small to act as prime contractors 
dealing directly with Government agen- 
cies, the most effective method for such 
manufacturers to follow is to endeavor 
to get sub-contracts for manufacturing 
parts or sub-assemblies for the large 
prime contractors, many of whom are in 
need of additional facilities of various 
kinds. Especially needed at the moment 
are screw machines, large drop hammers 
and forging equipment, turret lathes, 
grinders, and precision machine tool 
equipment of various sorts. 

The process recommended in securing 
sub-contracts is -the same with which 
any manufacturer is always confronted 
when seeking business, namely, the use 
of initiative and persistence in looking 
up potential customers and doing a sell- 
ing job. Speaker after speaker em- 
phasized the fact that it is a. physical 
impossibility for the Government or any 
bureau of it to be familiar with all of 
the facilities of all the hundreds of thou- 
sands of manufacturing plants through- 
out the country, and, therefore, that it 
is impossible for the War Production 
Board to drop ready-made contracts into 
manufacturers’ laps. Rather, the manu- 
facturer who wants the work must seek 
the business to which his facilities are 
adaptable. 

Those manufacturers who have been 
successful in seeking and getting war 
contracts related their personal experi- 
ences and pointed out the necessity for 
energy and leg work in seeking contracts. 
In many instances, the first few efforts 
met with only discouragements but con- 
tinued trying and hunting ultimately 
found something that those shops could 
do to help in the prosecution of the war. 
Pooling of equipment and facilities by 
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small manufacturers was also recom- 
mended. Frequently, no one manufac- 
turer will have enough of any one kind 
of equipment to be able to undertake 
even a sub-contract of the necessary size, 
but through the pooling of smaller ma- 
chinery by several shops, production 
facilities large enough to do the job can 
be provided. 

At the end of the speeches an hour 
or more was given over to specific ques- 
tions by attending manufacturers. 


100 Meet in Newark Area 
A sub-committee of the Jewelers War 








Production Committee was formed for 
the Newark area at a meeting of 100 
jewelry manufacturers Feb. 27 in the 
Douglas Hotel, Newark. Newark mem- 
bers of the JWPC are Abe Shiman of 
Shiman Mfg. Co., S. R. Donchi of Shu- 
man & Donchi, Herbert Farrow of Les- 
ter & Co..and Richard Krementz of 
Krementz & Co. After Mr. Mehrlust 
outlined the aims and purposes of the 
committee, Leonard Shiman of Shiman 
Mfg. Co. reported the committee’s ac- 
tivities to date and volunteered to hence- 
forth contribute his entire time to JWPC 
work. William B. Ogush, of Katz & 
Ogush, who has been producing defense 
materials for nearly a year, told of his 
experiences as a contractor producing 
war goods. 
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THE SUPERB GIFT 


Sterling & Crystal Salts & Peppers 


HURRICANE LAMP DESIGN 


The unmatchable combina- 
tion of these two brilliant 
components, 
QUAKER’s rich designing, 
have given Quaker non-clog- 
ging Salts and Peppers per- 
petual 
seekers of outstanding and 
lasting Gifts. 


Feature these patented 
Quaker Shakers and avail 
yourself of the surety of a fully 
patented and protected item. 


QUAKER SILVER COMPANY, INC. 


NORTH ATTLEBORO, MASSACHUSETTS 


"The Gleam of Crystal — The Charm of Sterling” 
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Creations of Quality 
EMBLEMATIC JEWELRY 


WEFFERLING, 
BERRY & CO. 


Makers of 
Emblematic 


8B ROSE ST.. NEWARK, N. J. 


fine Jewelry 








In all Schumer-created special 
orders. Send us your specifica- 
tions. We'll submit a design— 


without obligation. 








Cooperation Between All Branches of Industry Urged 
At 9th Annual Convention of California RJA 


Evidence that those attending the California RJA convention in Hollywood, Cal., were 
able to mingle business and pleasure is afforded by the above glimpses of proceedings. 
The doughty golfers (1) include, in the usual left-to-right fashion, Gus Colvin, Waltham 
Watch Co.; Tom McCready, R. Wallace & Sons Mfg. Co.; John Ernsting, San Diego, and 
Edgar Wight, Ontario. In (2) W. Waters Schwab, president of J. R. Wood & Sons; New 


York, addresses the conclave. 


met before: Julius Loeb, president, and William Erb, secretary. 
(5) Another gay golfers' group: Arthur P. Care, E. W. Reynolds Co.; A. N. 


Armand Jessop. 


Slavick; Billy Lamb, Chicago, and George Finley, Compton. 


(3) Two new officers shake hands as though they had never 


(4) James F. Apffel and 
In (6), Mr. Loeb, Herman 


Siegel, Max Strassburg and Nate Baranof are observed submitting to the camera. 


Close cooperation between all branches 
of the jewelry industry was keynoted by 
every officer and speaker at the ninth 
annual convention of the California Re- 
tail Jewelers Association held in the 
Hotel Roosevelt, Hollywood, Cal., March 
16-18. 

The convention reaffirmed its confi- 
dence in ANRJA by voting to again 
affiliate with the national association, 
after an address by Armand Jessop, San 
Diego. A resolution was adopted favor- 
ing a national general sales tax as an 
equitable means of raising needed rev- 
enues to carry on the war effort. 


Officers elected to serve during the 
current year, are: Julius Loeb, Oakland, 
president; Howard Stackpole, San Jose, 
vice-president; Nate Baranov, San 
Diego, second vice-president; Chris 
Christensen, San Francisco, third vice- 
president; W. R. Burke, San Francisco, 
secretary-treasurer, and William M. 
Erb, San Francisco, executive secretary. 

One of the most interesting features 
of the convention was an address by 
Paul N. McCraven of the Los Angeles 
branch of the Federal Reserve Bank, 
analyzing the Illinois and Pennsylvania 
statutes on trade diversion. Concentrat- 
ing on the provisions of the Pennsyl- 
vania law which condemns the practice 
of employers in securing merchandise at 
wholesale for employees or others as 
being detrimental to retailers, Mr. 
Craven outlined the reasons for the de- 
feat. of a similar law in the California 
legislature last year, and voiced the hope 
that by means of cooperation between 
wholesale and retail interests, the next 
legislature would pass such a bill. 

William Wagner, executive secretary 
of the Associated Credit Jewelers of 
New York and New Jersey, who, to- 





gether with W. Waters Schwab, trea- 
surer of the Jewelry Industry Publicity 
Board, made a special trip to California 
to attend the convention, covered several 
important topics of interest to jewelers 
in his talk. Discussing the indifference 
and apathy of jewelers throughout the 
country toward the best interests of 
their own business, Mr. Wagner stated 
that “any retail jeweler who does not 
join in furthering the business by sup- 
porting his proper trade association is 
a parasite.” Discussing also the difficul- 
ties of credit- and installment-selling, he 
stated that cooperation and the adher- 
ence to professional ethics would help 
to make the pathway smoother. 

Other speakers addressing the group 
included Arthur P. Care, vice-president 
of E. W. Reynolds Co., Los Angeles, 
president of the NWJA, who asserted 
that “business as usual” must give way 
to “win the war as all costs”; Armand 
Jessop, San Diego, who stressed the im- 
portance of unity of purpose and action 
in the jewelry business; Mr. Schwab, 
who stressed the advantage of capitaliz- 
ing on national advertising by small 
jewelers and the desirability of keeping 
jewelry before the public, and James M. 
Apffel, of Los Angeles, who discussed 
the necessity for policing the industry. 

The newly elected president of the as- 
sociation, Mr. Loeb, told of his efforts 
in attempting to stamp out unethical dia- 
mond advertisers. The importance of 
strong local associations was discussed 
by Mr. Christensen, the new third vice- 
president; Marcus B. Whitney of the 
Los Angeles Priorities Board explained 
the need of conservation of certain items, 
and Martha Weisler offered suggestions 
and merchandising through newspaper 
copy. 
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You're Entitled a Fair Price 
When Selling Chronometers 
For Use by the U. S. Navy 


Private individuals, in many instances 
representing themselves as “official 
agents” of the U. S. Navy, have been 
canvassing jewelers throughout various 
sections of the country, seeking to buy 
their chronometers, instruments used for 
checking time accurately and also for 
determining the longitude of ships at 
sea. According to several reports re- 
ceived, these “agents” have informed the 
possessors of chronometers that it was 
their “patriotic duty” to sell the instru- 
ments, intimating that the degree of 
patriotism would be in direct proportion 
to the price asked. 

Tue JEWELERS’ CrrcuLar-KeysTonge, in 
checking with Lieut. Commander ‘I. O. 
Brandon, Materiel Officer, U. S. Navy; 
has learned that while the Government is 
purchasing chronometers and providing 
certain firms with letters of identification, 
the Navy is purchasing them for their 
full value and not at reduced prices. 
Firms collecting the instruments recéive 
from $100 to $250 for standard chro- 
nometers, depending on their condition; 
$65 to $100 for mounted chronometer 
watches, and $60 to $75 for ordinary 
chronometer watches. The firms buying 
these instruments are provided with let- 
ters of identification which serve to in- 
dicate that their purchases will be sold 
to the Government, but these documents 
are by no means to be considered com- 
missions or authority to act for the 
Navy. 

According to Commander Brandon, 
owners of the timepieces who do not 
wish to sell to these persons in the field, 
may deal directly with the Government 
through the Navy Procurement Depart- 
ment. It is emphasized that those who 
attempt to purchase the instruments at 
a ridiculously low price are simply at- 
tempting to profit at the expense of 
well-intentioned owners, since the Gov- 
ernment’s purchases will be paid for on 
the basis of an assessed valuation. 

In at least one instance, a jeweler has 
been approached by a private individual 
seeking chronometers,: who offered $25 
for the instrument and, when the jeweler 
seemed reluctant to sell, gradually 
raised his offer to $150. The owner re- 
fused to sell and two days later a tele- 
gram was received offering $250. The 
owner rejected this offer also, stating 
that he would give it to the Government 
if the proper authorities asked for it. 

The Cincinnati Watchmaker’s Guild, 
at its March meeting drew up and dis- 
patched to the Ohio Watchmaker’s Guild 
a resolution urging that all members of 
the trade throughout the state, in pos- 
session of marine chronometers, should 
lend them to the Government for the 
duration of the war at a nominal fee of 
$1 a year. Commander Brandon, while 
commending this group for its patriot- 
ism and self-sacrificing gesture, stated 
that such an offer could not be accepted 


by the Navy, in view of the enormous ° 


amount of bookkeeping that would be 
involved and the hazards the instru- 
ments would be placed under. It was 
also pointed out at the same time, that 
the Navy is not accepting chronometers 
as gifts—-a reasonable assessed valuation 
is placed on the instruments and they 
are paid for on this basis, whether re- 
ceived directly from the owners or 
through one of the various firms allowed 
to collect them. 
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VAN COTT OPENS BINGHAMTON STORE 


The Binghamton, N. Y., jewelry store pic- 
tured above, formerly operated by Arthur 
M. Leonard, has been purchased by Ken- 
net |. Van Cott, formerly manager of Mar- 
cus & Co.. New York, and creator of the 
House of Jewels at the New York World's 
Fair. Numerous telegrams and messages 
wishing good luck were received on opening 
day, March 15, by Mr. Van Cott, who is 
widely known in the jewelry industry, hav- 
ing served as executive chairman of the 
Retail Code Authority for Jewelry in New 
York, two terms as chairman of the Jewelry 
Industry Publicity Board, and as vice-presi- 
dent of the New York State Retail Jewelers 
Association, a position he still holds. 





Jewelry Tax for January 
Shows Little Drop from 
December; Total $8,283,693 


The 10 per cent Retailer’s Excise Tax 
on jewelry sold during the month of 
January reached a total of $8,283,693.40, 
a decrease of less than 10 per cent from 
the December total. 

Although this total seems extraordi- 
narily high for January, when sales in 
jewelry stores dropped 72 per cent from 
December, with its heavy Christmas buy- 
ing, the high figures may be accounted 
for when several factors are taken into 
account: 

(1) In installment selling, a propor- 
tionate amount of the tax accompanies 
each payment. Since installments, of 
course, are still being paid on Christmas 
purchases, a large proportion of the 
January increase may be considered as 
tax on installment payments for Decem- 
ber purchases. 

(2) Although the tax law specifically 
states that in “open charge” accounts, 
the tax is to be returned for the month 
during which the sale is consumated, 
and not when payment is made, some 
jewelers may have erroneously sub- 
mitted tax payments for the month when 
payments were made. 

(3) After several months operation, 
the machinery for collecting the tax is 
undoubtedly in a more perfect working 
condition, and various loopholes, which 


_kept December figures down, may have 


been discovered and rectified, thus rais- 
ing the January figure. 





John Stigaard and Harvey L. LeBeau, 
of Pipestone, Minn., were elected presi- 
dent and_ secretary-treasurer respec- 
tively, of the Southwestern Minnesota 
Watchmakers’ Guild, at the annual meet- 
ing held in Tracy, Minn. Three Minne- 
apolis wholesalers spoke. Fifteen towns 
were represented at the session. 
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STERLING JEWELRY 


EXCLUSIVE CREATIONS IN 
HAND-MADE PINS WITH 
BRACELETS TO MATCH 


trace JC) marx 


KIMLER & DANIEL, INC. 
83 Canal St. New York 





Earrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 


Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 














They’re In 


q “Turn about is fair play,” according 
to the old proverb, so perhaps it’s only 
fair that the man who has been writing 
the items for this department should 
now become the subject of one of them, 
himself. 

J. R. (Rod) Keagy who for the past 
several years has been news editor of 
THe Jewevers’ Circutar-Keystrone is 
now Private J. R. Keagy, of Co. A, 110th 
Infantry, APO 28, Camp Livingston, La., 
having been inducted into the Army on 
March 10. 

“Rod” was originally called for phys- 
ical examination and possible induction 
several months ago but because of a 


Private J. R. Keagy 
{on leave of ab- 
sence from The 
Jewelers’ Circular- 
Keystone). 


minor defect in sight was at first placed 
in a deferred classification. The recent 
relaxing of physical requirements moved 
him up to Class IA last month, and now 
he’s a high private in the rear rank. 

In his business life “Rod” has always 
been a good soldier who not only did 
faithfully and well whatever job was as- 
signed to him, but also, in Army par- 
lance, often performed “over and beyond 
the call of duty,” and we predict that it 
won’t be long before he'll be wearing 
chevrons, and then an officer’s bars. 

q Morris Kingoff of Kingoff Bros., 
Greenville, S. C., has been called to the 
colors and is now serving as a lieutenant 
at Fort Knox, Ky. 

4 Edmund A. La Porte who has traveled 
East for the last years and covered the 
South for Church & Co., manufacturers, 
Newark, N. J., will be missed by his 
many friends. Ed’s in the Army now. 
4M. Mautner of Wolfshein & Sachs, 
jewerly case manufacturers, New York, 
entered the Navy in mid-March and is 
stationed at the Brooklyn Navy Yard. 
q Albert S. Smyth, of Albert S. Smyth 
& Co. 5 Hopkins Place, Baltimore, 
is having his troubles. Some time ago 
two of his sons joined the armed 
forces and had to be taken off the road, 
and now he has lost another salesman- 
son, William Smyth, who covered por- 
tions of Virginia and North Carolina, 
and who has entered the Air Corps. His 
place is being taken by C. R. Vinson. 

q Reuben Glickman, salesman for Ed- 
ward Tinkleman, Philadelphia whole- 
saler, has been drafted and was sta- 
tioned at Camp Lee in March. 

q Armand Jacoby, secretary of the 
Young Businessmen’s Association of 
Philadelphia and a partner in the whole- 
sale firm of Jacoby & Weiss at 706 San- 
som St., has been called to the colors by 
Uncle Sam. Jacoby was formerly with 
Aisenstein & Gordon, wholesale jewel- 
ers. 

q Charles Payne, a member of the Cin- 
cinnati Town Criers, announced last 





month that his son, Thomas E. Payne, 
had been promoted to sergeant at Camp 
Wheeler, Ga., where he is stationed. 

q Walter Adler, of the firm of Coleman 
Kk. Adler, New Orleans, La., left on Feb. 
26 for Army service and is at present at 
Camp Shelby, Hattiesburg, Miss. 

q Freddie Baker, of Hausmann, Inc., 
New Orleans jewelers, was given a rous- 
ing send-off by his fellow employees be- 
fore leaving for service. 

q Frank Torok and Herman Strifling, 
both of the Manheimer Watch Co., Chi- 
cago, are in the Army now. They are 
two of 400 men in the 23rd Engineers, 
located at Camp Grant, IIl., from which 
point they will go to Louisiana for six 
months training. 

q Another group of men from the Cin- 
cinnati jewelry trade ranks has answered 
Uncle Sam’s call to duty in the armed 
services. Richard Hug, now training at 
Fort Leonard Wood, Mo., closed his 
business at 8379 Vine Street for the 
duration, selling his merchandise to his 
uncle, Andrew Hug, proprietor of 
Schemel’s jewelry store. Others who 
left were three employees of the Green- 
wold-Grift Co., wholesalers; John Mur- 
phy, shipping clerk, now with the 
Marines at Parris Island, S. C.; Charles 
Grift, Jr., son of a partner in the firm, 
and Morris Reis, clerk, now in the Medi- 
cal Replacement Division. Harry Rob- 
erts, clerk at Schemel’s jewelry store, is 
also now with the Marines, and Ralph 
Lewis, a clerk at Gerwe-Frohman Co., is 
soon to leave. 

q Sidney Silverman, a partner of the 
Trajan Studios, serving many Provi- 
dence manufacturers in the preparation 
of their advertising material, is now in 
the Army with Company B, 34th In- 
fantry, and at last information was 
training at Camp Croft, Spartanburg, 
S. C. 

q Al C. Young, former manager of the 
diamond department of Joseph DeRoy 
& Sons, 311 Smithfield St., Pittsburgh, 


“Acting Sergeant” 
Al C. Young, now 
at Fort George G. 
Meade, Maryland. 


Pa., is now “acting sergeant” with the 
303rd_ Prisoners of War Escort Co., 
Fort George G. Meade, Md. 

q Mark Stern, 21-year-old son of Ed- 
ward L. Stern, of E. L. Stern & Co., 
wholesale watch manufacturers, Boston, 
has enlisted in the Army and is now 
stationed at Fort Hamilton. His father 
served as a lieutenant in the first World 
War; like father, like son. 

q William Rosenstein, a partner in the 
Triangle Jewelry Mfg. Co., Pittsburgh, 
has disposed of his interest in the busi- 
ness and has joined the Army. 

q Stetson Risdon, of the sales force of 
the Waltham Watch Co. Waltham, 
Mass., has recently joined the Navy. Ac- 
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tive in the Boy Scout movement, he had 
a rating of Eagle Scout. 

q Jerome B. Wiss, president of Wiss 
Sons, Inc., Newark, N. J., jewelers, has 
been commissioned a captain in the U. S. 
Army Air Corps. An active aviation en- 
thusiast since he served as a flyer and 
instructor in World War I, with the 
rank of first lieutenant,, he has held a 
private pilot’s license for many years. 
Long active in business and _ political 
circles, he is a representative in the New 
Jersey Assembly, has held various of- 
fices in Newark and the Oranges, and in 
1939 became the 50th person to win the 
degree of Certified Gemologist from the 
Gemological Institute of America. 

q Chester Wiggins, of the diamond de- 
partment of D. C. Percival Co., Boston, 
wholesale jewelers, has joined the Army 
Air Corps. 

q Robert F. Grayden, head of the art 
department of A. S. Perry & Associates, 
Atlanta, Ga., has been inducted into the 
Army. 

q The honor roll of I. Alberts Sons, Bos- 
ton wholesale jewelers, now carries six 


the Army Now 


names, to wit: Robert Smokler, Joseph 
Byer, David Shannahoff, Stanley Webb, 
Robert Miller and Melvin Shore. Their 
associates in the sales and office depart- 
ments saw to it that no details were 
overlooked in their final send-off. 

q Leslie Briggs, Boston jeweler, was a 
member of the instrument division at the 
Charlestown Navy Yard during World 
War I. In February he re-joined the 
outfit to do his bit for the Navy. 





Memo to Ponce de Leon: 
"Try New Orleans” 


Congratulations from members of the 
jewelry trade in New Orleans are being 
heaped on Louis Hausmann, president 
of Hausmann, Inc., manufacturing jewel- 
ers, and Gabe Hausmann, his brother, on 
their respective birthdays this spring. 
Louis will be 74 and Gabe 70 in May, 
and both veterans are hale and hearty, 
stating that they are planning to retire 
only “when we get old and bored with 
the business.” 








STRANGELY ENOUGH 


By Walter Galli 
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JEWELERS' FEBRUARY SALES SHOW 22 PER CENT GAIN 
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Sales of independent jewelry stores were 22 per cent greater in February, 1942, 
than during the same month of 1941, according to data from about 800 jewelers in 
34 states furnished by them tc the Current Statistical Service of the Census Bureau. 
This showing was much larger than the general average for all kinds of retail business, 
which averaged an improvement of only 9 per cent over the corresponding month of 
1941. Apparel, hardware and general stores were the oniy major types of retail 
business that exceeded the jewelers’ gain. 

The industry’s spread of 22 per cent 
over February, 1941, is only three per 
cent less than the 25 per cent margin 
recorded for January. 

Washington slipped back into its old 
place at the top of the list, with jewelers 


GENUINE 


ZIRCONS 
Whites and Blues | 


GENUINE 





effort. Michigan’s gain of only 5 per 
cent reflected unemployment pending 
the conversion of the automotive indus- 
try’s vast plants to war production. 


GARNETS 
Rounds and Ovals 


in that state averaging 50 per cent 
higher sales in February than the same 
month of last year. Kansas and Ar- 
kansas make nearly as remarkable show- 
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Mail Orders Promptly 
Filled 


Special Attention to 

CUTTING 

ENCRUSTING 
DRILLING 


MAX STERN &CO. 


Importers 
17-23 John St. New York 





ings, with average gains of 47 and 45 
per cent. 

A glance at the accompanying map 
will show that five other states had Feb- 
ruary jewelry sales that exceeded last 
year by 30 per cent or more. These are 


The sales of reporting jewelers in the 
shaded states are included in the na- 
tional average of 22 per cent, but are 
not shown by states because of insuf- 
ficient data. 

J.C.-K.’s_ Index of Retail Jewelry 
Sales dipped seasonally to 153.7, a few 
points helow the preceding month but 
nearly 27 points ahead of February,1941. 

































































































































(From page 106) 


tain areas. Accordingly, the dates or 
places of conventions and meetings al- 
ready scheduled may have to be changed. 
Some of these gatherings may have to 
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be postponed indefinitely.” 








The announcement also contains a hint 
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Two-Show Plan Opposed that railroad and bus _ transportation 


may later have to be rationed. 

In view of the many objections, the 
strong opposition, and the refusals by 
most of the large suppliers to exhibit, 
it seems unlikely at the present time 
that either show will attain anything 
like the size or importance of exhibitions 
of former years. 
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q Octav N. Rosenberg, proprietor of 
Gotham Jewelers, Yonkers, is spending a 
three week vacation in Miami. 

’ Joseph S. Kipnis, diamond wholesaler 
and manufacturing jeweler, has leased 
space at 15 W. 46 St. 

4 The Crawford Watch Co. has leased a 
large suite at 17 Maiden Lane. Removal 
will be early this month from present 
quarters at 80 Nassau Street. . 

4 Eduard van Dam, of the van Dam 
Diamond Corp., 630 5th Ave., announces 
that Carl van Dam and Joseph Orn- 
stein are no longer with the firm. 

4 Max Stern & Co., importers of pre- 
cious and semi-precious stones, 17 John 
St., announce that their offices will close 
Saturdays starting April 4, and continu- 
ing until further notice. 

4 The National Diamond Cutting Corp., 
Louis Van Braag, president, has _ re- 
cently opened offices at 71 Nassau St. 
Benjamin Schwartz will be general man- 
ager.of the firm. 

4 Members of the trade in the New 
York area who are veterans of the 1918 
Mine Force and wish to join the North 
Sea Mine Foree, Association, are urged 
to get in touch with Arthur J. Pertsch, 
60 Beaver St. 

q A. Wein, president of the Crawford 
Watch Co., 80 Nassau St., has an- 
nounced that the firm will move to larger 
quarters on the 9th floor of 15 Maiden 
Lane on or about April 1. All new 
equipment and fixtures will be installed. 
q E. P. Vandenburgh, Inc., Haverstraw 
jewelry firm, has celebrated its 60th an- 
niversary. Founded in 1882 by the late 
E. P. Vandenburgh, the firm is now un- 
der the ownership of Dr. Edward H. 
Vandenburgh, an optician and son of the 
founder. 

q At a meeting of the Jeweler’s Twenty- 
Four Karat Club, held in the club’s 
headquarters, 608 Fifth Ave., on March 
2, it was decided not to hold the annual 
beefsteak dinner owing to war condi- 
tions. William Andrae, of the Forstner 
Chain Corp., Irvington, N. J., was elected 
to membership. 

q All organizations associated with the 
United Jewish Appeal, Pelham Parkway 
Division, are tendering a_ testimonial 
dinner in honor of David Pfeffer, presi- 
dent of David Pfeffer Co., manufactur- 
ers of iewelry findings, on Sunday, April 
26, 1942, in recognition of his excellent 
public: service. 

4 Leopold Nathan, president of S. Na- 
than & Co., Inc., stone importers, 610 5th 
Ave., and of Nathan Lapidaries, Inc., 71 
Nassau St., flew to Miami Beach on 
March 14 on a combined business and 
pleasure trip. He will be gone from New 
York for a month. Mr. Nathan is also 
president of the Precious Stone Dealers 
Association. 

@ The annual exhibition of the jewelry 
design class at Mechanics Institute, 20 
W. 44th St., will take place April 8-9, 
from 2 to-6 P. M. for the committee and 
guests and from 7 to 9 P. M. for the 
public. The class enrollment was 36 and 
a score of them answered the call of the 
colors. Christian A. Jakobb, originator 
of currently popular “zoological” jewelry, 
completed his 15th year as instructor of 
this class. / 
4 The Westchester Association of Jewel- 
ers have elected and installed the follow- 
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ing officers for 1942: president, Harry R. 


Gerber, White Plains; vice-president, 
Victor Ross, New Rochelle; secretary, 
Maybelle Beerman, Yonkers; treasurer, 
David Simpson, New Rochelle, and pub- 
licity, Harry Raymon, Mount Vernon. 
The association will sponsor an annual 
dinner dance at the Glen Island Casino, 
New Rochelle, May 24. Proceeds will 
aid the Red Cross. 

q James Schulz, manufacturer’ of 
watches and jewelry, 15 W. 47 St., will 
move, on or about May 1, to larger and 
more modern quarters in 304 E. 45th 
St., where he will occupy the entire 17th 
floor. The latest type of machinery and 
equipment will be installed in the new 
plant to facilitate production of their 
precious metal watch cases and watch 
bracelets. Mr. Schulz started in busi- 
ness in 1924 at 17 W. 42 St., moving 
subsequently to 36 W. 47 St. in 1925 and 
to his present address in 1933. 

q A series of lectures on carving in jade 
and other stones will be delivered this 
month by Herbert P. Whitlock, research 
assistant in jade, at the American 
Museum of Natural History. The topics 
announced for the series are: April 4, 
“The Colors and Carving of Jade”; 
April 11, “The Influence of Buddhism 
upon Chinese Carved Jade”; April 18, 
“Carvings in Decorative Stones Other 
than Jade,” and the final lecture, April 


25, on “The Lapidary Art of Russia in | 
Lantern slides will | 


the 19th Century.” 
accompany the lectures. 


q Harry E. Ogden and Edward Oppen- | 


heimer have announced the dissolution 
of the firm of H. & E. Oppenheimer, 608 
5th Ave., manufacturers of diamond 
jewelry and importers of diamonds and 
precious stones since 1927. Harry E. 
Ogden will continue in business under 


Harry E. Ogden 
who, with. the dis- 
solution of H. & E. 
Oppenheimer, heads 
his own business. ~ 
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his own name occupying the same offices | 


and maintaining the same _ personnel. 
Fred Kline, who represented the old firm 
in Chicago, will continue with the Ogden 
firm. Harry Ogden received his early 
training in the jewelry business in the 
establishment of his father, the late 
Henry E. Oppenheimer, who founded his 
own jewelry company in 1887. 

q A beefsteak dinner was a feature of 
the 19th anniversary celebration of the 
Jeweler’s Square Club, held at 
Schwartz’s restaurant, March 2. It was 
decided, at the business session, to re- 
sume affiliation with the National 
League of Masonic Clubs, which is open- 
ing canteens at army camps throughout 
the country. Harry J. Bromley is presi- 
dent of the club, Sam Dorsky vice-presi- 
dent and Arthur Bergman secretary- 
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treasurer. James Theise, chairman of 
the social welfare committee, handled the 
entertainment. 

qThe March meeting of the New York 
Chapter, AGS, took the form of a visit 
the night of the 26th to the lapidary 
shop, recently opened in 30 Rockefeller 
Plaza by William V. Schmidt Co., Inc. 
The cutting of amethysts, aquamarines, 
topaz and other stones was demonstrated 
by Fred Hilliard, shop foreman, and 
further explained by S. R. Weintraub, 
sales manager, and Walter Klinger, 
office manager, who acted as hosts in the 
absence of both C. Edward Paskow, 
president of William V. Schmidt Co., 
and H. V. Paskow. This shop, it was 
stated, may be the forerunner of a much 
larger cutting establishment. 


Honor Friedman's 50th Birthday 


q Isidore Friedman, president of the 
Friedman Gem Co., is to be honored on 
the occasion of his 50th birthday on 
April 25, with a dinner tendered him at 
Brooklyn Lodge No. 22, of the Elks, 144 
S. Oxford St. Phineas Peters, chairman 
of the Metropolitan Jewelers Executive 
Board, will act as toastmaster and many 
prominent men in the jewelry industry 
are expected to attend. 


Jewelers Vigilance Committee Meets April 7 


q The annual meeting and election of 
officers of the Jewelers Vigilance Com- 
mittee will be held on April 7 at the 
rooms of the 24-Karat Club, 608 Fifth 
Ave., New York. The nominating com- 
mittee appointed by the board of di- 
rectors, consisting of Otto D. Wormser, 
chairman, and W. Waters Schwab and 
Raymond C. Yard, has submitted its re- 
port, and has sought to include the chief 
executive officers of the principal na- 
tional associations of the country under 
the chairmanship again of G. H. Nie- 
meyer. Other individuals who have 
rendered outstanding service to the trade 
have also been included, in view of their 
knowledge and experience. 


qCarl van Dam, for 25 years associated 
with the van Dam Diamond Corp., and 
one of the most popular New York dia- 
mond men, has embarked in business for 
himself with offices at 610 Fifth Ave. 


Carl van Dam, who 
now heads his own 
diamond importing 
organization. 


Associated with Mr. van Dam in the new 
enterprise will be Joseph Ornstein, long 
identified with the van Dam Diamond 
Corp., and Mannie Ornstein, who has 
been connected with the diamond-cutting 
industry for 25 years. 


q Harold F. Schultz has been named 
manager of the diamond and jewelery 
department of the C. A. Hurley jewelry 
store, Portland, Ore. He had been asso- 
ciated with Portland jewelry firms for 
the past 12 years and previously had his 
own business. 





Patriotism Keynotes Banquet 
Of Associated Credit Jewelers 


The ardent desire of the jewelry in- 
dustry to perform whatever patriotic 
duty it can was splendidly demonstrated 
at the eighth annual banquet of the As- 
sociated Credit Jewelers of New York 
and New Jersey held at the Waldorf 
Astoria Hotel, New York, Sunday, 
March 15. 

Retail jewelry businesses are unable 
to take part in the war effort in the way 
that many manufacturers can, but they 
can and do play an important part in 
providing the dollars that are needed to 
buy the planes, and tanks, and guns, 
They proved it again at this banquet. An 
outstanding feature of the affair was the 
sale of Defense Bonds and Stamps to 
the diners through the medium of a spe- 
cial booth which had been erected in the 
banquet hall for the purpose, and was 
operated by a staff of volunteer work- 
ers from the New York State Committee 
in charge of the sale of bonds. Approxi- 
mately $20,000 worth was bought during 
the course of the evening by the guests, 
plus several hundred dollars worth of 
stamps. As souvenirs of the evening, the 
association distributed to members and 
guests nearly 700 Defense Saving Stamp 
books with the first stamp pasted in and 
many of those in attendance took ad- 
vantage of the opportunity afforded to 
buy the stamps to fill the rest of the 
book then and there. 

In addition to this, the association 
through President M. S. Abelson, pre- 
sented its check for $1,500 to the Ameri- 
can Red Cross, the gift being received in 
behalf of the American Red Cross by 
Karl Van Meter, vice-chairman. 

Members and guests to the number of 
approximately 700 assembled at 6:30 for 
the informal reception and_ cocktail 
party preceding the dinner which was 
opened by the singing of the “Star 
Spangled Banner,” followed by a tableau 
of the flags of the United Nations and the 
playing of the national anthem of each. 

Patriotic numbers were interspersed 
frequently through the program of en- 
tertainment which followed the banquet. 
Dancing and the awarding of door prizes 
carried on between the courses. 

Seated at the head table were: M. S. 
Abelson, president, Associated Credit 
Jewelers; Rowland D. Goodman, first 
vice-president of the association; William 
Van Busch, chairman of the board of 
governors; Karl Van Meter, vice-chair- 
man of the American Red Cross; Charles 
T. Evans, secretary, ANRJA; Harry 
Gerber, president, Westchester Associa- 
tion of Jewelers; Phineas Peters, chair- 
man, Executive Board of Retail Jewel- 
ers’ Association of Greater New York; 
Alvin R. Baer, treasurer, Associated 
Credit Jewelers; Leo D. Kind, Trenton, 
chairman, Associated Credit Jewelers; 
William Wagner, executive secretary and 
toastmaster, together with their wives. 

Several other prominent figures in the 
jewelry industry in the metropolitan 
area were introduced from the floor, the 
presentation of distinguished guests con- 
cluding with that of C. M. Bradbury, 
past-president of the association, who 
retired from office a few months ago. In 
recognition of Mr. Bradbury’s five years 
of leadership in the association, he was 
presented with a handsome sterling silver 
tray inscribed to commemorate the oc- 
casion. 
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NEW YORK JEWELRY DESIGNERS DINE IN BUCOLIC SURROUNDINGS 


The re-election of all incumbent officers was just one of the features of the annual meeting 

of the Jewelry Designers Guild, held at the Village Barn in Greenwich Village, New York. 

According to report, and judging from the picture, a hilarious time was had by all. The 

officers are: president, T. Deibel; vice-president, Charles Williams; secretary, William 
Sherwood, and treasurer, A. D'Allesandro. 





F. Norman Ullrich Heads 
Two Jewelers’ Groups 


F. Norman Ullrich of 9 Maiden Lane, 
representative of Morse Andrews, Inc., 
Attleboro, Mass., and White Mfg. Co., 
North Attleboro, has been elected presi- 
dent of two New York jeweler’s associa- 
tions—the Jeweler’s Fraternal Associa- 
tion and the Maiden Lane Outing Club. 

Other officials elected at the meeting 
of the Jeweler’s Fraternal Association, 
held on March 12 in Room 1305, 9 
Maiden Lane, included George C. Spell- 
meyer of R. F. Simmons Co., vice-presi- 
dent, and William Underwood who was 
reelected _secretary-treasurer. Those 
elected to serve on the board of gov- 
ernors included Mr. Ullrich in his ca- 
pacity of president-chairman for a term 


F. Norman Ullrich, 

who heads both the 

Jewelers’ Fraternal 

Association and the 

Maiden Lane Outing 
Club. 





of one year; Wheaton E. Gray of 
Jewelry & Novelty Co., North Attleboro, 
Mass., for one year; Fred C. Kielman 
for one year; Arthur J. Tuveri of ‘Tre 
JewevLer’s Crrcutar-Keystone for one 
year; Walter Miller for two years and 
Harry Blasi, of Barasso & Blasi, New- 
ark, for two years. At a meeting of the 
governors following the formal meeting, 
Mr. Tuveri was elected secretary of the 
board. 

At a meeting of the Maiden Lane Out- 
ing Club held on March 13, at 9 Maiden 
Lane, officers elected in addition to Mr. 
Ullrich included Wheaton E. Gray, vice- 
president, and Jerry Grant, of Swank 
Inc., who perennially was reelected sec- 
retary-treasurer. The retiring president, 
Henry Green of Freeman Daughaday 
Co., presided, and recommended that the 
dues of any member of. the club in, or 
about to enter, the armed forces, would 
be paid by’ the association. The recom- 
mendation was “accepted and a report 
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was made by Louis Horowitz for Joseph 
Frier, chairman of the 1942 summer out- 
ing. Members of the committee for the 
affair, in addition to Mr. Frier, include 
Leo Asche, Harry Blasi, Harry Herman, 
Frank Brennett, George Ringen and 
Morris Rivkin. 





Greater New York Jewelers 
Dine and Dance at Astor 


The annual banquet sponsored by the 
Executive Board of the Retail Jewelers 
Associations of Greater New York was 
held in the grand ballroom in the Astor 
Hotel, in that city, on March 1 with 661 
members and guests in attendance. 

Phineas Peters, president of the 
Executive Board, presided, and with him 
at the head table were: Mrs. Peters, M. 
J. Schwartz, Miss T. Fischer, Mr. and 
Mrs. Henry Astor, Mr. and Mrs. B. H. 
Schwartz, Sam M. Jacobson, Mr. and 
Mrs. William Wagner, Mr. and Mrs. 
Andrew Park, Ross A. Baer, Mr. and 
Mrs. Charles T. Evans, and Mr. and Mrs. 
Harry R. Gerber. 

Souvenirs to the ladies consisted of a 
pair of attractive ash trays and to the 
gentlemen a Waterman fountain pen 
traditionally presented at this banquet. 
In addition, numerous handsome door 
prizes were drawn for and awarded at 
the close of the dinner. 


British Government Decides 
Allocation of Industrial Diamonds 


The British Ministry of Supply last 
month appointed Sir Cecil Rodwell con- 
troller of industrial diamonds, with the 
duty of allocating and coordinating the 
supply of industrial diamonds to the 
United Nations. Thus, his task will be 
to insure the flow of needed quantities 
and qualities to the war industries of 
Britain, the United States, the Soviet 
Union and whatever neutrals the allied 
powers may permit to obtain the stones. 
The Ministry’s action came as no sur- 
prise to the Diamond Trading Co., the 
Diamond Corporation’s marketing sub- 
sidiary, which naturally had been receiv- 
ing urgent requests for quantities, sizes 
and grades from the various nations and 
had been deciding on allotments. H. T. 
Dickinson, a director of De Beers Con- 
solidated Mines, said in New York that 
he and Sir Ernest Oppenheimer wel- 
comed the government’s taking control 
of priorities and allocations. 
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Rebuild Your 
Watches NOW 


Your watch movements are too valuable 
—and watches are too scarce. Send your 
movements to us TODAY. We'll convert 
them into the most modern watches at 
a very reasonable price. We will supply 
cases, dials, and all necessary materials. 
A trial will convince you of the type of 
work we do... and of our reliability. 
Credit cheerfully given to rated firms. 


OXFORD WATCH CO. 
82 BOWERY, NEW YORK 


7A NEW CATALOGUEN 


Ilustrating an Extensive Line of 


HANDMADE STERLING SILVER 
JEWELRY, GADGETS & NOVELTIES 
Write for Your Copy! 


LEONORE DOSKOW 
SILVERSMITH 49 West 27th St., N. Y. C. 


WATCH MATERIAL—— 


Parts for all makes of 
Swiss & American watches. 


Prompt mail service. 
Write for Catalog C 


DEAN COMPANY 


116 Nassau St. New York 
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SILVER 
PLATING 


Silverware Repaired 
Equal to NEW (After )|* 


Removing of Engravings 


Ww. HERTEL & CO., Ine. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 
“23 years at the same 
address” 


J. A. SAMUEL & CO. 
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ELGIN — WALTHAM — HAMILTON 
BULOVA — GRUEN 
REBUILT WATCHES 


of the better kind, for the better Jewelers, 
of every description in Swiss and Ameri- 
can for ladies and gents.—Orders filled 
promptly. 

We also carry a full line of watch cases 
of the latest styles in every description at 
the lowest market prices. 


Write for Catalog. 


CENTRAL WATCH MATERIALS 


& SUPPLY CO., INC. 
134 S. 8th St. Phila., Pa. 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


satisfactory service for 46 years) 
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LOUIS SICKLES 
Philadelphia. Pa. 
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SCHOOL FOR WATCHMAKERS, 
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q Irving Zeiger, connected with the 
jewelry firm conducted by his father, B. 
Zeiger, at 800 Sansom St., is back on 
the job again following an appendectomy. 
q S. Smith Sons, retail jewelers, 1046 N. 
2nd St., had a gala celebration on Feb. 
24 when the establishment’s enlarged and 
refurnished quarters were officially re- 
opened. 

q Irving Slobotkin, for 20 years a whole- 
sale jeweler at 719 Sansom St., is back 
on the job after a speedy recovery fol- 
lowing an appendectomy in Jewish 
Hospital. 

¢ Mrs. Dorothy Godfrey, nee Herling, 
has returned to her duties at. Paul 
Dreher, Inc., 717 Sansom St., lapidary, 
after her January marriage and honey- 
moon in New York. 

¢q After acquiring the adjacent property, 
Williams Jewelers, 735 Sansom _ St., 
remodeled the firm’s showroom and re- 
opened for business: in its new and 
modern dress on March 17. The firm 

now occupies the entire first floor. 

q The young fellows and girls employed 
in establishments along “Diamond Row,” 
colloquial name for Philadelphia’s jew- 
elry centre, have formed a social organ- 
ization, “The Club Karat,” which will 
arrange dances, sports events and 
parties. 

q William Hobe, jewelry designer, who 
recently visited Philadelphia, recom- 
mended that women wear brooches, pins 
and sprays brightened with semi-precious 
stones on their tailored clothes. For the 
more feminine afternoon and _ formal 
evening apparel, he suggested copies 
from the 1880 period. * 

q An outstanding exhibit of silverware 
wrought by Philip Sygn, pre-Revolu- 
tionary Philadelphia artificer whose 
works are much sought after throughout 
the country, was a feature of the fourth 
annual Pennsylvania Exposition of An- 
tiques, March 16 to 19. Antique dealers 
and fanciers from all sections of the 
East attended the exposition. 

4 Three Negro soldiers are serving life 
imprisonment sentences for the holdup- 
murder of Irvin Habas, 40, salesman for 
a jewelry store operated by his mother 
in Trenton, N. J. While leaving the 
military reservation, Habas was attacked 
and robbed of $1,000 worth of sample 
jewelry last Dec. 3. He died three days 
later at Burlington County Hospital. 

4 William Lewis Carnow, formerly of 
New York, has been promoted from 
salesman to credit manager of Hollander 
& Fleishman Co., on the northeast corner 
of 11th and Chestnut Sts. This doesn’t 
mean that he has more spending money, 
however, since he recently became a 
bridegroom and now knows that there 
isn’t a word of truth in the adage: “Two 
can live as cheaply as one.” 

q@General Manager Fred Roseman of 
Hollander & Fleishman, Chestnut St. 
credit jewelers, now. has two former 
amateur boxing champions under his 
supervision. Thev are Edward Roberts, 
who once wore the 118- and 126-pound 
crowns of the Middle Atlantic States, 
and Mac Rutman, ex-flyweight title- 
holder in New York. Roberts recently 
was advanced to assistant manager of 
the store. 

q During February, employment and 
payrolls in Pennsylvania plants manu- 





facturing jewelry and novelties dropped 
1 per cent, while employee-hours worked 
2 per cent, according to a survey com- 
pleted in March by the Federal Reserve 
Bank of Philadelphia. Compared with 
February, 1941, however, employment 
was up 14 per cent and payrolls 16 per 
cent. Using the 1923-25 average as 100, 
the employment index at the end of Keb- 
ruary stood at 194.8, and the payroll in- 
dex at 228.3. 

q Three days after a jury convicted him 
of a jewelry store robbery, William 
Young, 34, of Philadelphia, hanged him- 
self in his prison sell on March 7. Young 
and an accomplice held up and robbed 
the establishment of S. Weissman, 2200 
N. 15th St., Philadelphia, on Dec. 8, 1941, 
of $3,116 worth of jewelry and $80 in 
cash. At the time of his suicide, Young 
was awaiting trial on a murder charge. 
Police claim he killed 15-year-old Nelder 
Williams, who purportedly assisted him 
in the jewelry store holdup, because he 
feared the boy “might talk too much.” 

q The Horological Guild of Philadelphia 
at its regular monthly meeting on March 
10 nominated the following officers: H. 
R. Pedrick, vice-president of the Horo- 
logical Association of Pennsylvania, for 
president; H. C. Holt and J. Young for 
vice-presidents, and Joseph Eisinger for 
secretary-treasurer. The meeting was 
devoted to routine business and a general 
discussion of the trade, and definite plans 
were made to have a timing machine ex- 
hibited at the next meeting, April 14, 
when members of the trade may bring 
troublesome watches in order to deter- 
mine, through the machine, what is 
wrong with them. 

A freight train five miles long would 
be required to haul all of the monetary 
gold in the United States—-20,000 tons 
worth 17 billion dollars. This represents 
60 per cent of all monetary gold in the 
world. 
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AMERICAN AND SWISS MATERIALS 
GENUINE AND IMITATION 
Mainsprings—Staffs—Stems and Jewels 
Watch Crystals—Fancy and Round 
Also Jewelers’ Findings, Tools, 
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Mail Orders filled promptly 
Write for Catalog. 

CENTRAL WATCH MATERIALS & 
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q Walter S. Lederer, president of S. & B. 
Lederer Co., jewelry manufacturers, has 
returned to his home following an ex- 
tended hospital stay caused by a broken 
hip. 

qEdward O. Otis, executive secretary 
of the New England Manufacturing 
Jewelers and Silversmiths Association, 
has been named a member of the ex- 
ecutive committee on industrial salvage 
in Rhode Island. 

qBernard (Barney). Simms, contact 
man for manufacturers and buyers, and 
one of the best known figures in the 
Providence-Attleboro area, recently cele- 
brated his 83rd birthday. Friends in 
the office of the N. E. Manufacturing 
Jewelers & Silversmiths’ Association 
presented Mr. Simms with a bouquet. 
qJoseph A. Zinninni of this city, who is 
seeking $20,000 in unpaid wages and 
liquidated damages from the N. E. 
ilass Works, jewelry firm, was em- 
ployed as a foreman of the firm’s cast- 
ing department and, as a “bona fide ex- 
ecutive” did not come under the pro- 
visions of the Fair Labor Standards 
Act, the company claimed in its answer 
filed in U. S. District Court. 

qThe Stewart Novelty Co., jewelry 
manufacturers, 53 Clifford St., has been 
adjudged bankrupt under a decree on 
file in the U. S. District Court. The 
owner, David B. Stewart, Jr., listed his 
liabilities, which were mostly unsecured 
claims, at $66,156 with assets of $5162. 
The firm started business in August, 
1938, and shut down Dec. 5 of last year. 
“There is plenty of business but I have 
not been able to get brass or white 
metal,’ Stewart said. 

q Holding that “anyone living in a city 
must put up with the usual and ordinary 
noises of city life” Superior Court Judge 
Walsh rejected suits of a group of 
South Providence residents who sought 
permanent restrictions on operations of 
Silverman Bros. jewelry factory. Judge 
Walsh found that while the noise of ma- 
chinery and vibrations caused by heavy 
power hammers and smoke entered the 


complainants’ homes, neither the health . 


of the occupants nor the “reasonable and 
comfortable enjoyment” of their houses 
were affected. 

qSale of the tangible assets and good- 
will of Vogue Mfg. Co. jewelry firm 
which has been in receivership, was au- 
thorized in the Superior Court. Horace 
M. Peck, receiver was empowered to seek 
and receive sealed bids. The decree pro- 
vided that on three days notice at any 
time before March 30, any party in the 
case may present a motion to vacate the 
order of sale, upon a showing satisfac- 
tory to the court that the receivership 
proceedings may be terminated, and the 
tangible assets returned to the corpora- 
tion and its stockholders without preju- 
dice to payment of a 100 per cent divi- 
dend to all creditors and all receivership 
obligations. 


R. |. Watchmakers Elect 

4The Rhode Island Watchmakers As- 
sociation has elected the following offi- 
cers for the ensuing year: J. H. Coutu, 
president, re-elected for a third term; 
Orian Archambault, vice-president; John 
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P. Clinton, secretary, and Dora R. 
Clemence, treasurer. New members of 
the executive board include: Leo J. 
Abisch, chairman; Edward V. Gavin, 
Theodore Vaine, Henry April, Adelard 
A. Fournier, Normand R. Decelles, Mr. 
Coutu, Mr. Archambault, Mr. Clinton 
and Miss Clemence. The trustees will 
be: Mr. Vaine, elected for a three-year 
term; Hamilton Pease, two years, and 
Leroy Landry, one year. The examining 
board will include William Robidous, 
Mr. Pease and Mr. Vaine. 





Metal Situation 
(From page 105) 


chandise made from non-strategic ma- 
terials is a matter of ingenuity “that 
will bring many pleasant surprises. We 
are confident that jewelry department 
figures will continue to mount.” The 
JC-K has been told by some sources in 
the manufacturing field that retailers 
may be surprised by the amount of cos- 
tume available during 1942, at least. 

In any event, the permission for some 
further production of white’ metal 
jewelry, the expectation that additional 
copper will be released to jewelry mak- 
ers, and the use of substitutes provide 
ammunition to refute the claims that 
costume jewelry is out for the duration. 


Substantial Plated Silver on Hand 


Barring last-minute relief, production 
of plated silver flatware and hollowware 
efor civilian use was to terminate March 
31. Nickel silver, the most satisfactory 
base metal for silver-plated ware, ordi- 
narily contains 65 per cent copper, 5 to 
25 per cent nickel and 10 to 30 per cent 
zine, while Britannia metal is composed 
principally of tin, and all of these criti- 
cal metals are under rigid restriction. 

However, manufacturers’ inventories 
in nearly all of the better-grade lines 
are sufficiently large so that» retailers’ 
needs can be served for some time to 
come. 


White Gold Situation Not Serious 


No nickel whatever may be used in 
the manufacture of jewelry after March 
31, according to WPB’s nickel order 
M-6-b, but a special committee of the 
Jewelers Vigilance Committee sought a 
ruling that would allow manufacturers 
of white gold jewelry to use up their 
stocks of alloyed nickel. But in any 
case, an alloy of about 19 parts gold and 
5 parts palladium will produce a satis- 
factory precious white metal, as does the 
rhothenio-palladium all-platinum metals 
alloy. 


Use of Rhodium Restricted 


Because rhodium, one of the platinum 
metals, is needed to coat reflectors in 
anti-aircraft searchlights, order M-95, 
dated March 12, prohibits the use of 
rhodium to impart a non-tarnishable fin- 
ish to jewelry as well as cigarette cases, 
compacts, vanity cases, watch cases, 
cigarette cases, etc., after manufacturers 
have used up their present stocks, which 
must not be replenished. The metal will 
still be available for plating such things 
as optical goods, watch movements and 
silver-deposit glassware. 


Radios, Typewriters Curtailed 
(From page 106) 


existing stocks of critical materials used 
in their manufacture. In the case of 
refrigerators, a huge amount of steel 
will be saved through curtailing produc- 
tion, and numerous strategic metals used 
in the manufacture of typewriters are 
to be diverted to the production of 
armament. The radio industry, already 
employed in producing equipment for 
the Army and Navy, will be able to in- 
crease its production enormously on the 
discontinuance of civilian manufacture. 
According to James S. Knowlson, 
director of the War Production Board’s 
Division of Industry Operations, how- 
ever, a complete blackout of consumer 
goods may not necessarily occur. Plans 
now in the process of formation contem- 
plate a limited production of “Victory 
models” of radios, refrigerators, vacuum 
cleaners, typewriters and similar prod- 
ucts when current stocks are exhausted. 

The disposal of current stocks of type- 
writers by dealers is a problem that has 
not, as yet, been solved. According to 
an official of one typewriter company, 
two possibilities are foreseen: stocks now 
in the hands of dealers may be released 
to the general public without rationing 
or, more probably, dealers will be re- 
quested to submit an inventory of their 
stock to the Government as a basis for 
rationing. Henceforth, 88 per cent of 
the machines being turned out by manu- 
facturers will be earmarked for the 
Army and Navy, and 12 per cent will 
be sold to organizations doing important 
work for the military and naval agencies. 
Consequently, no ftirther additions to 
dealers’ stocks will be possible. 














REED & BARTON 


SILVER POLISH 


A superior polish—made by sil- 
versmiths for jewelers’ use and re- 
sale. 

Freight now prepaid in U. 8. in 
specified minimum lots — 
receiving full 100% profit. 

REED & BARTON - Taunton, Mass. 
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NORTH ATTLEBORO ENGRAVING CO. 


ATTLEBORO FALLS, MASS 














250 Sterlirg Charms in Illustrated Catalog on request 
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TO OUR CUSTOMERS 


W E are at war! 


Priorities have made some 
merchandise unavailable. 
Your orders have not been 
shipped as promptly as is 
our custom; some of your 
orders we have been unable 
to fill at all. 


All factories are doing de- 
fense work —some more 
than others—and that Gov- 
ernment work must be given 
preference. 


Merchandise will become 
more difficult to obtain— 
may become completely un- 
obtainable. But— 


We are at war! 


AND THAT WAR MUST BE WON!! 
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BALTIMORE ST. 


BALTIMORE, MD. 
“AN INSTITUTION 
of DEPENDABILITY’”’ 


ESTABLISHED 1885 


ALBERT S. SMYTH CO. 
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TERLING an 


CHULTZ 


fi. G. Schult Company 


423 E. Lombard St. Baltimore, Md. 


Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 


The Jewelers’ Circular-Keystone 
Chestnut & Séth Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 
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q Paul Baldwin has joined the staff of 
Maier & Berkele, Inc., Atlanta, as 
watchmaker. 

q A Florida vacation took Mr. & Mrs. 
Wm. G. Frasier of Jones & Frasier, Dur- 
ham, N. C., to Miami recently. 

q Visitors to the Baltimore market dur- 
ing the last month included H. R. and 
Budd, of Jordan Brothers in Petersburg, 
Va. 

q.S. S. Strouse, representative of J. 
Engel & Co. wholesalers of Baltimore, 
spent a short vacation fishing and sun- 
ning on the Florida West Coast with 
Mrs. Strouse. 

q Dan M. Lorch, of Vie Lorch & Sons, 
Louisville jewelers, was elected vice- 
president of the Market Street Mer- 
chants Association at their annual meet- 
ing on March 11. 

q Harry E. Baumohl, of the U. S. 
Jewelry Co., Baltimore, is back from a 
three-week vacation in Miami, Fla., 
which he spent seeking recreation and 
gaining marked benefits. 

q Edward A. Krull, of Edward A. 
Krull, Inc., Louisville, Ky., spent some 
weeks at Miami Beach, Fla., during the 
winter. He adheres to this custom de- 
spite his 83 years of age, and manifests 
the spryness of youth. 

qT. D. Hatcher of Fayetteville, N. C.. 
was probably the first jeweler victim of 
a practice blackout. An over-zealous air 
raid warden smashed the Hatcher win- 
dow to extinguish a light inadvertently 
left burning during a practice darkening. 
4 Leslie S. Hauger, for the past two 
years advertising manager of the Arthurs 
A. Everts Co., Dallas jewelers, has joined 
the staff of Watts-Payne Advertising 
Ine., Dallas, as an account executive. 
Miss Loris Jacobs has been named to re- 
place Hauger at the Everts firm. 


q J. S. Louthrop, of the Jay Tea Cloth- | 


ing Co., Elizabeth City, N. C., which 
operates a department of installment 
jewelry, and J. P. Oppenheim, jeweler, 
of Lynchburg, Va., visited Baltimore 
March 18 to select stocks from the U. S. 
Jewelry Co., Baltimore and Liberty Sts. 
@q When Ned Cohen of the Jewel Box 
chain, Greensboro, N. C., called a meet- 
ing of his store managers recently a 
pleasant surprise awaited him. All of 
the managers had participated in the 
purchase of a platinum strap watch with 
a diamond ornamented dial, which was 
presented to him. 

q Mr. and Mrs. Henry Lipman of the 
Jewel Box, Kingsport, Tenn., recently 
celebrated their 20th wedding anniver- 
sary by giving a dinner and entertaining 
Mr. and Mrs. David Weinstein of the 
Jewel Box, Bristol, Va. and Mr. and 
Mrs. Joseph Bernstein of The Jewel Box, 
Johnson City, Tenn. 

q The newly added jewelry department 
of Goldring’s Women’s Apparel Shop, 
Shreveport, La., suffered considerable 
loss through fire when the store burned 
late in February. E. Bernard Weiss, 
general manager, is planning reopening 
after repairs have been completed ;mean- 
while a temporary office has been set up 
in the Commercial National Bank Build- 
ing. 

q The annual convention of the Tennes- 
see Watchmakers and Jewelers Associa- 
tion will be held in Washville on April 
26. Due to war conditions, there will be 





no displays or banquets at this session, 
but owing to increased membership in 
the association, it is expected to be one 
of the best-attended conventions ever 
held. Arrangements are in the hands of 
S. George Cochron and L. D. Stallup. 

q A party in Fort Lauderdale, Fla, 
March 17, celebrated the golden wedding 
anniversary of Mr. and Mrs. Otto Loehr, 
who were married in Cleveland on March 
16, 1892. 


Mr. Loehr established the Scribner & 

Loehr Company, jewelers, of which he is 
president, in 1897. He had formerly been 
associated with the Bowler & Burdick 
Company. 
q Retail jewelers and watchmakers of 
South Carolina, meeting at Greer, have 
formed the Mutual Jewelers Association 
of South Carolina and elected the follow- 
ing officers: president, D. F. Merrill, of 
Easly; vice-president, J. Marvin Young, 
of Greer; secretary, Mrs. D. F. Merril, 
of Easly; advisory committee, J. N. 
Boyce, of Woodruff; Ralph M. Price, of 
Ware-Shoals and R. G. Prater, of 
Seneca. 


q The 64-year-old clock which marked 
time in two Asheville county courthouses 
for a period of 50 years has been sold to 
the Howard Clock Co., for $50, and its 
parts will be used to repair other clocks 
of the same vintage which are still in 
use. The clock was purchased and _ in- 
stalled in 1878, but was boxed and stored 
in the basement when the present court- 
house was built in 1927. 

q Norman Medinger, jeweler, 206 W. 
Saratoga Street, Baltimore, is so well 
known for his unusual window displays 
that pedestrians frequently “detour” to 
pass his store and see his latest ideas. 
Recently he presented an unusually topi- 
cal decoration. The center of the win- 
dow was occupied by an automobile tire 
built up on a red white and blue plat- 
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THE U.S. IS 
GOING TO BAT 


Here at the U. S. Jewelry Company, 
we're all going “all-out” in our ef- 
forts to find new, quality ideas and 
substitutes to fill your shelves. And 
be confident that everytime we get a 
“hit” we'll pass it on to you... hop- 
ing that we’re doing our part to ease 


your problems. 
U. co 


Baltimore & Liberty Sts., Baltimore, Md. 
Importers of Easton Watches 
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for:. On another platform in the cen- 
ter of tire a display of fine watches and 
han’ crafted jewelry was featured. The 
window evoked much attention and pro- 
duced sales in the items displayed. 

q Walter F. Chapman, of Holzman’s, 
Inc., Atlanta, was re-elected president 
of the Atlanta Watchmakers’ Guild at 
a meeting held on March 10 at Wood- 
ing’s Cafeteria. Carl Harris, of Claude 
S. Bennett Co., was elected first vice- 
president; E. A. Baer, of Maier & 
Berkele, Inc., was elected honorary sec- 
ond vice-president, and Frank Beasley, 
of H. W. Bookout Co., was re-elected 
secretary and treasurer for the coming 
year. Committee appointments will be 
announced at the next meeting. Visitors 
at the March meeting included Mr. 
Baldwin, with Maier & Berkele, Inc.; 
Mr. Bond, with J. W. Boone; Mr. Cham- 
pion, with Holzman’s, Inc., and Mr. 
Lindsey, independent watchmaker in the 
Peachtree Arcade. 


———— ae 


Tri-State Convention in 
Baltimore on May 3 and 4 


The Tri-State convention of the Mary- 
land - Delaware - District of Columbia 
Jewelers Association will be held at the 
Hotel Emerson, Baltimore, May 3 and 4. 
The sponsors are calling it a “Victory 
Convention” and the theme will be car- 
ried out in the displays, addresses and 
entertainment. 

One of the features will be the “Take 
It or Leave It” broadcast, to be made 
from Hotel Emerson on Sunday evening, 
May 4. Outstanding speakers have been 
secured to treat on subjects of vital 
interest to the industry, and the meet- 
ing will conclude with a banquet and 
entertainment on Monday evening. 





LOCO-WEED IN TEXAS? 





Arthur A. Everts, past-president of ANRJA 
in his more sombre moments, who received 
the highest honor that can be bestowed by 
the Dallas Bonehead Club—a long leather 
medal awarded annually to Dallas' most 
useless citizen—has received the 
again this year. The 57 members of the 
club (called Heinz, no doubt, for short), 
chose Dr. J. M. Martin, national authority 
on X-rays, for an additional award. The 
above quaint print, guaranteed absolutely 
unretouched, shows Mr. Everts (bowler), 
pinning the medal (hatless) upon Dr. Martin 
(topper). The Jacobs-ladder effect is 
caused by the succession of leather tabs 
bearing the names of the various recipients. 
We have been informed, in strictest confi- 
dence, that Mr. Everts is 56th vice-presi- 
dent of the club. 


q A. E. Stanford, formerly of Macon, 
Ga., recently assumed management of 
the Ray Jewelry Co. store, Orlando, Fla. 








RECENT REMODELINGS AND REMOVALS 








Conrad’s Jewelry, 10th and State Sts., Erie, Pa. New location. Conrad Elfenbein, mgr. 
Adolph Simon, 3624 Harrison Ave., Cincinnati. New location. 

Lerner jewelry store, 505 22 Ave., Meridian, Miss. Modernized. William Lerner, mgr. 
Andalusia Jewelry Co., Andalusia, Ala. Remodeled. Russell Smith, mgr. 

Brown’s Jewel Shop, 9156 Commercial Avenue, Chicago, II]. Remodeled. Ellis Brown, 


mgr. 


Vermillion Jewelry Shoppe, 913 Meridian St., Anderson, Ind. New location. Paul 


Vermillion, mgr. 


Henry’s Diamond Corner, South Salina and West Jefferson Sts., Syracuse, N. Y. New 
y ’ 


location. Henry Wilson, mgr. 


Tiffany jewelry store, 5 E. Main St., Xenia, O. New location. George B. Tiffany, mgr. 
S. Smith’s Sons, 1044-46 N. 2nd St., Philadelphia. Remodeled. 

Monmouth Jewelry Co., Newport, Ky. Remodeled. 

Rogers Jewelry Co., 248 Westminster St., Providence, R. I. Remodeled. Jack Aaron- 


son, mgr. 


Floyd R. Ross, Southern Ohio Bank Bldg., Cincinnati, O. New location. 
Reed’s Credit Jewelers, 60 Broad St., Red Bank, N. J. New location. Albert Rediker, 


mgr. 


Boswell Jewelry Co., 17-19 E. Fifth Ave., Tulsa, Okla. New location. 

H. Dansiger, Mallers Bldg., Chicago, Ill. New location. 

Crescent Jewelry Co., 64 Broadway, Fargo, N. D. Modernized. Isidor Horowitz, mgr. 
Sunray jewelry store, 120 N. Main St., Port Chester, N. Y. New location. 


J. D. Hoffpaurr, Rayne, La. New location. 
Maier § Berkele, Inc., 111 Bull St., Savannah, Ga. 


New location. 


F, G. Hammerquist, 387 Washington St., Boston, Mass. New location. 


Kolben Jewelry Store, 3rd St., Alexandria, La. 
Goldfine’s Jewelry, 279 Main St., Woonsocket, R. I. 
New location. 
New location. 
Bigelow Kennard Co., 384 Boylston St., Boston, Mass. 


V. A. McGrail, Wheeling, W. Va. 
William Eger, Leechburg, Pa. 
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Remodeling. 
Remodeling. 


New location. 
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COVERS 8 HAZARDS 


EXTENDED COVERAGE 
ENDORSEMENT 


Now! Your property can 
be protected against all 
these hazards in one 
policy! 
Covering: 

Fire Loss 

Windstorm 

Hail Logs 

Explosion 

Aircraft 

Vehicles 

Smoke Damage 

Riot Loss 





Write today for full 
particulars. 


Present dividends on fire policies 
33 1/3%—25% on windstorm and ex- 
tended coverage. 
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ECONOMICAL! 
And 


EASY TO USE 


KANTOR’S 
gars 
SILVER POLISH | 


Made especially 
for Silverware 
Recommended by Jewelers and 
Silverware manufacturers as an 
efficient cleaner and polish that 
restores to tarnished and soiled 

silver its original lustre. 

3 sizes—4 oz., 8 oz., 16 oz. Retail 
| for 30¢, 50¢, 85¢. Counter dis- 
play FREE. 
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CLOSING OUT 


Hearts and bracelets, both yellow and 
sterling. 33'/4% to 40% off regular price. 


Write for samples. 


GORMAN JEWELRY CO. 


910 Prairie Ave., Houston, Texas 
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It pays to use Jewelers’ Circular- 
Keystone Classified Ads 
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TO OUR CUSTOMERS 


W E are at war! 


Priorities have made some 
merchandise unavailable. 
Your orders have not been 
shipped as promptly as is 
our custom; some of your 
orders we have been unable 


to fill at all. 


All factories are doing de- 
fense work —some more 
than others—and that Gov- 
ernment work must be given 
preference. 


Merchandise will become 
more difficult to obtain— 
may become completely un- 
obtainable. But— 


We are at war! 


AND THAT WAR MUST BE WON!! 
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BALTIMORE ST. 


BALTIMORE, MD. 
“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 
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WHOLESALE 
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5 HOPKINS PLACE, BALTIMORE, MD. 














TERLING HOLLOWWARE 


CHULTZ 


fi. G. Schult; Company 


423 E. Lombard St. 


Baltimore, Md. 








Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 


The Jewelers’ Circular-Keystone 
Chestnut & Séth Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 
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q Paul Baldwin has joined the staff of 
Maier & Berkele, Inc., Atlanta, as 
watchmaker. 

q A Florida vacation took Mr. & Mrs. 
Wm. G. Frasier of Jones & Frasier, Dur- 
ham, N. C., to Miami recently. 

q Visitors to the Baltimore market dur- 
ing the last month included H. R. and 
Budd, of Jordan Brothers in Petersburg, 
Va. 

q.S. S. Strouse, representative of J. 
Engel & Co. wholesalers of Baltimore, 
spent a short vacation fishing and sun- 
ning on the Florida West Coast with 
Mrs. Strouse. 

q Dan M. Lorch, of Vie Lorch & Sons, 
Louisville jewelers, was elected vice- 
president of the Market Street Mer- 
chants Association at their annual meet- 
ing on March 11. 

q Harry E. Baumohl, of the U. S. 
Jewelry Co., Baltimore, is back from a 
three-week vacation in Miami, Fla., 
which he spent seeking recreation and 
gaining marked benefits. 

q Edward A. Krull, of Edward A. 
Krull, Inc., Louisville, Ky., spent some 
weeks at Miami Beach, Fla., during the 
winter. He adheres to this custom de- 
spite his 83 years of age, and manifests 
the spryness of youth. 

qT. D. Hatcher of Fayetteville, N. C., 
was probably the first jeweler victim of 
a practice blackout. An over-zealous air 
raid warden smashed the Hatcher win- 
dow to extinguish a light inadvertently 
left burning during a practice darkening. 
4 Leslie S. Hauger, for the past two 
years advertising manager of the Arthurs 
A. Everts Co., Dallas jewelers, has joined 
the staff of Watts-Payne Advertising 
Ine., Dallas, as an account executive. 
Miss Loris Jacobs has been named to re- 
place Hauger at the Everts firm. 


q J. S. Louthrop, of the Jay Tea Cloth- | 


ing Co., Elizabeth City, N. C., which 
operates a department of installment 
jewelry, and J. P. Oppenheim, jeweler, 
of Lynchburg, Va., visited Baltimore 
March 18 to select stocks from the U. S. 
Jewelry Co., Baltimore and Liberty Sts. 
4 When Ned Cohen of the Jewel Box 
chain, Greensboro, N. C., called a meet- 
ing of his store managers recently a 
pleasant surprise awaited him. All of 
the managers had participated in the 
purchase of a platinum strap watch with 
a diamond ornamented dial, which was 
presented to him. 

q Mr. and Mrs. Henry Lipman of the 
Jewel Box, Kingsport, Tenn., recently 
celebrated their 20th wedding anniver- 
sary by giving a dinner and entertaining 
Mr. and Mrs. David Weinstein of the 
Jewel Box, Bristol, Va. and Mr. and 
Mrs. Joseph Bernstein of The Jewel Box, 
Johnson City, Tenn. 

q The newly added jewelry department 
of Goldring’s Women’s Apparel Shop, 
Shreveport, La., suffered considerable 
loss through fire when the store burned 
late in February. E. Bernard Weiss, 
general manager, is planning reopening 
after repairs have been completed ;:mean- 
while a temporary office has been set up 
in the Commercial National Bank Build- 
ing. 

q The annual convention of the Tennes- 
see Watchmakers and Jewelers Associa- 
tion will be held in Washville on April 
26. Due to war conditions, there will be 





no displays or banquets at this session, 
but owing to increased membership in 
the association, it is expected to be one 
of the best-attended conventions ever 
held. Arrangements are in the hands of 
S. George Cochron and L. D. Stallup. 

q A party in Fort Lauderdale, Fla., 
March 17, celebrated the golden wedding 
anniversary of Mr. and Mrs. Otto Loehr, 
who were married in Cleveland on March 
16, 1892. 


Mr. Loehr established the Scribner & 
Loehr Company, jewelers, of which he is 
president, in 1897. He had formerly been 
associated with the Bowler & Burdick 
Company. 

q Retail jewelers and watchmakers of 
South Carolina, meeting at Greer, have 
formed the Mutual Jewelers Association 
of South Carolina and elected the follow- 
ing officers: president, D. F. Merrill, of 
Easly; vice-president, J. Marvin Young, 
of Greer; secretary, Mrs. D. F. Merril, 
ot Easly; advisory committee, J. N. 
Boyce, of Woodruff; Ralph M. Price, of 
Ware-Shoals and R. G. Prater, of 
Seneca. 

q The 64-year-old clock which marked 
time in two Asheville county courthouses 
for a period of 50 years has been sold to 
the Howard Clock Co., for $50, and its 
parts will be used to repair other clocks 
of the same vintage which are still in 
use. The clock was purchased and in- 
stalled in 1878, but was boxed and stored 
in the basement when the present court- 
house was built in 1927. 


q Norman Medinger, jeweler, 206 W. 
Saratoga Street, Baltimore, is so well 
known for his unusual window displays 
that pedestrians frequently “detour” to 
pass his store and see his latest ideas. 
Recently he presented an unusually topi- 
cal decoration. The center of the win- 
dow was occupied by an automobile tire 
built up on a red white and blue plat- 
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THE U.S. IS 
GOING TO BAT 


Here at the U. S. Jewelry Company, 
we're all going “all-out” in our ef- 
forts to find new, quality ideas and 
substitutes to fill your shelves. And 
be confident that everytime we get a 
“hit” we'll pass it on to you... hop- 
ing that we’re doing our part to ease 
your problems. 


USJEWEERY CO 


Baltimore & Liberty Sts., Baltimore, Md. 
Importers of Easton Watches 
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form:. On another platform in the cen- 
ter of tire a display of fine watches and 
han’ crafted jewelry was featured. The 
window evoked much attention and pro- 
duced sales in the items displayed. 

q Walter F. Chapman, of Holzman’s, 
Inc., Atlanta, was re-elected president 
of the Atlanta Watchmakers’ Guild at 
a meeting held on March 10 at Wood- 
ing’s Cafeteria. Carl Harris, of Claude 
S. Bennett Co., was elected first vice- 
president; E. A. Baer, of Maier & 
Berkele, Inc., was elected honorary sec- 
ond vice-president, and. Frank Beasley, 
of H. W. Bookout Co., was re-elected 
secretary and treasurer for the coming 
year. Committee appointments will be 
announced at the next meeting. Visitors 
at the March meeting included Mr. 
Baldwin, with Maier & Berkele, Inc.; 
Mr. Bond, with J. W. Boone; Mr. Cham- 
pion, with Holzman’s, Inc., and Mr. 
Lindsey, independent watchmaker in the 
Peachtree Arcade. 


—_—_——_— 


Tri-State Convention in 
Baltimore on May 3 and 4 


The Tri-State convention of the Mary- 
land - Delaware - District of Columbia 
Jewelers Association will be held at the 
Hotel Emerson, Baltimore, May 3 and 4. 
The sponsors are calling it a “Victory 
Convention” and the theme will be car- 
ried out in the displays, addresses and 
entertainment. 

One of the features will be the “Take 
It or Leave It” broadcast, to be made 
from Hotel Emerson on Sunday evening, 
May 4. Outstanding speakers have been 
secured to treat on subjects of vital 
interest to the industry, and the meet- 
ing will conclude with a banquet and 
entertainment on Monday evening. 





LOCO-WEED IN TEXAS? 





Arthur A. Everts, past-president of ANRJA 
in his more sombre moments, who received 
the highest honor that can be bestowed by 
the Dallas Bonehead Club—a long leather 
medal awarded annually to Dallas’ most 
useless citizen—has received the honor 
again this year. The 57 members of the 
club (called Heinz, no doubt, for short), 
chose Dr. J. M. Martin, national authority 
on X-rays, for an additional award. The 
above quaint print, guaranteed absolutely 
unretouched, shows Mr. Everts (bowler), 
pinning the medal (hatless) upon Dr. Martin 
(topper). The Jacobs-ladder effect is 
caused by the succession of leather tabs 
bearing the names of the various recipients. 
We have been informed, in strictest confi- 
dence, that Mr. Everts is 56th vice-presi- 
dent of the club. 


q A. E. Stanford, formerly of Macon, 
Ga., recently assumed management of 
the Ray Jewelry Co. store, Orlando, Fla. 








RECENT REMODELINGS AND REMOVALS 








Conrad’s Jewelry, 10th and State Sts., Erie, Pa. New location. Conrad Elfenbein, mgr. 
Adolph Simon, 3624 Harrison Ave., Cincinnati. New location. 

Lerner jewelry store, 505 22 Ave., Meridian, Miss. Modernized. William Lerner, mgr. 
Andalusia Jewelry Co., Andalusia, Ala. Remodeled. Russell Smith, mgr. 

Brown’s Jewel Shop, 9156 Commercial Avenue, Chicago, Ill. Remodeled. Ellis Brown, 


mgr. 


Vermillion Jewelry Shoppe, 913 Meridian St., Anderson, Ind. New location. Paul 


Vermillion, mgr. 


Henry’s Diamond Corner, South Salina and West Jefferson Sts., Syracuse, N. Y. New 


location. Henry Wilson, mgr. 


Tiffany jewelry store, 5 E. Main St., Xenia, O. New location. George B. Tiffany, mgr. 
S. Smith’s Sons, 1044-46 N. 2nd St., Philadelphia. Remodeled. 

Monmouth Jewelry Co., Newport, Ky. Remodeled. 

Rogers Jewelry Co., 248 Westminster St., Providence, R. I. Remodeled. Jack Aaron- 


son, mgr. 


Floyd R. Ross, Southern Ohio Bank Bldg., Cincinnati, O. New location. 
Reed’s Credit Jewelers, 60 Broad St., Red Bank, N. J. New location. Albert Rediker, 


mgr. 


Boswell Jewelry Co., 17-19 E. Fifth Ave., Tulsa, Okla. New location. 

H. Dansiger, Mallers Bldg., Chicago, Ill. New location. 

Crescent Jewelry Co., 64 Broadway, Fargo, N. D. Modernized. Isidor Horowitz, mgr. 
Sunray jewelry store, 120 N. Main St., Port Chester, N. Y. New location. 


J. D. Hoffpaurr, Rayne, La. New location. 
Maier § Berkele, Inc., 111 Bull St., Savannah, Ga. 


New location. 


F. G. Hammerquist, 387 Washington St., Boston, Mass. New location. 


Kolben Jewelry Store, 3rd St., Alexandria, La. 
Goldfine’s Jewelry, 279 Main St., Woonsocket, R. I. 


Remodeling. 
Remodeling. 


V. A. McGrail, Wheeling, W. Va. New location. 


William Eger, Leechburg, Pa. 
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New location. 
Bigelow Kennard Co., 384 Boylston St., Boston, Mass. 


New location. 














COVERS 8 HAZARDS 


EXTENDED COVERAGE 
ENDORSEMENT 


Now! Your property can 
be protected against all 
these hazards in one 
policy! 
Covering: 

Fire Loss 

Windstorm 

Hail Loss 

Explosion 

Aircraft 

Vehicles 

Smoke Damage 

Riot Loss 





Write today for full 
particulars. 


Present dividends on _ fire policies 
33 1/3%—25% on windstorm and ex- 
tended coverage. 
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ECONOMICAL! 
And 


EASY TO USE 


KANTOR’S 
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Made especially 
for Silverware 


Recommended by Jewelers and 
Silverware manufacturers as an 
efficient cleaner and polish that 
restores to tarnished and soiled 
silver its original lustre. 

3 sizes—4 oz., 8 oz., 16 oz. Retail 
for 30¢, 50¢, 85¢. Counter dis- 












Order From Your Wholesaler or Write 


KLEIN & SON: Montgomery, Alabama 





CLOSING OUT 


Hearts and bracelets, both yellow and 
sterling. 333% to 40% off regular price. 


Write for samples. 


GORMAN JEWELRY CO. 


910 Prairie Ave., Houston, Texas 











WANT ADS 


It pays to use Jewelers’ Circular- 
Keystone Classified Ads 
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Cc. B. RICH CO. 


WATCH DIALS REFINISHED 
CHICAGO, ILL. LA CROSSE, WIS. 


29 E. Medison St. Rivoli Building 
8th Floor 4th Floor 
Central $096 Phone 2445-J 


CENTRAL DIAL COMPANY 








Your JoBBeR Has 


NEWALL 
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q L. A. Clark of L. A. Clark Co., mate- 
rial wholesalers of Seattle, Wash., spent 
several days in Chicago last month on a 
business trip here and New York. 

q Maurice Swartz, of Swartz & Co., ac- 
companied by Mrs. Swartz and two chil- 
dren, left for Florida early in March 
where the family will remain for two 
months. 

q Walter Henrich, jeweler at 4026 Mil- 
waukee Ave., accompanied by Mrs. Hen- 
rich and two sons, left last month for an 
extended vacation trip through the 
South and to Mexico City. 

q Jack Alberts, representative for L. 
Heller & Son in the Chicago territory, 
took the airpline route to Florida last 
month to visit his family who are so- 
journing there. 

q M. H. Goodman of M. H. Goodman 
Co., St. Paul, Minnesota, accompanied 
by his nephew, Ray Goodman, operator 
of a chain of retail stores, spent several 
days in Chicago last month on business 
and visiting friends, enroute to New 
York and Providence. 

q George H. Adamson, formerly retail 
jeweler of Tecumseh, Mich., who for the 
past several years has operated the Time 
Laboratory in that city, announces that 
beginning March 1 the business will oper- 
ate as Geo. H. Adamson, Navigation 
Time Instruments. 

q Unable to give the necessary time to 
the office of treasurer of the Jewelers 
Club of Chicago, Herman Haynes, Chi- 
cago manager for Ingersoll-Waterbury 
Co., who was recently elected, resigned 
and Charles M. Burley, Benj. Allen & 
Co.. has been chosen to serve instead. 
¢ Emil Noel, wholesale jeweler of Chi- 
cago, has been visiting with his son, Cap- 
tain Albert E. Noel of the Air Corps, at 
Kelly Field, San Antonio, Tex., for the 
past two months. After returning to 
Chicago for a week, he will visit his son- 
in-law who is a Ist Lieutenant with the 
7th Engineers at Carlyle, Pa. 

4 A. Hirsch & Co., American watch dis- 
tributors, have purchased the H. Oppen- 
heimer ring manufacturing business at 
30 W. Washington Street and the name 
changed to Hirsch & Oppenheimer Co. 
The business, with greatly increased 
manufacturing facilities, will remain at 
30 W. Washington and be operated as a 
subsidiary of the A. Hirsch Co., with no 
direct connections. Mr. Oppenheimer, 
who helped establish the business 45 
vears ago, will continue as manager. 

q At the regular monthly luncheon meet- 
ing of the Chicago Jewelers Association 
held in the Palmer House club building 
dining room on March 19, the treasurer 
reported nearly $7,000 cash balance and 
chairman Webb Ball of the Red Cross 
Drive Committee submitted his final re- 
port showing 226 individual and organ- 
ization donations amounting to $8,568.20, 
an amount far in excess of the quota al- 
lotted. Mr. Ball was given a rising vote 
of appreciation. The speaker of the day, 
Dr. Clark G. Kuebler, professor of clas- 
sical languages, Northwestern Univer- 
sity, talking on “Antidotes to Frustra- 
tion” gave his listeners much more to 
think about than their business troubles 
during the duration. 

4q At the annual meeting of the Fraternal 
Association of Chicago Jewelers held in 





the Silversmith Building on March 7, Ed- 
ward F. Boes, the Ball Co., was elected 
president to succeed J. E. Friedland of 
the Hart Jewelry Co. C. M. Burley, 
Benj. Allen & Co. is vice-president and 
secretary. Treasurer John G. Leiner, 
Benj. Allen & Co., was reelected. H. W. 
Sherrill, Heller & Co. and Martha Mfg 
Co.,”and Herman Kraemer, Lossau & 
Kraemer, were elected directors to serve 
two years. A _ encouraging financial 
statement was reported and the officers 
were instructed to purchase two $1,000: 
defense bonds. It was voted to defer 
the payment of assessments by any mem- 
ber while in the armed service. 


Illinois RJA to Meet May II, 12 


The annual convention of the Illinois 
RJA, to be held in the Hotel Belleville, 
Belleville, Ill., on May 11 and 12, will 
feature several prominent speakers and. 
symposiums on topics of interest to the 
jewelry trade. C. I. Josephson, Jr., past 
president of the association and regional 
vice-president of the ANRJA, Joseph T. 
Meek, secretary of the Illinois Federa- 
tion of Retail Associations, and Claude 
Wheeler of THE JeEweer’s Crrcunar- 
Keystone are among those who will ad- 
dress the association. In addition to the 
business sessions at the convention, an 
informal dinner dance, golf matches and 
a banquet will be held. 


UHA Lists Speakers 
For Chicago Convention, 
May 1!7 Through 19 


The eighth annual convention of the 
United Horological Association of 
America will be held May 17, 18 and 19 
at the Morrison Hotel, Chicago, Il]. In 
addition to more than 17 speakers of 
national prominence in the watchmaking 
field, the program will feature displays, 
field trips to museums and manufactur- 
ing plants and the election of new offi- 
cers for the association. 

Among the scheduled speakers are: 
Henry W. von Unruh, president of 
ANRJA, who will speak on “Coopera- 
tion Between the Watchmaker and 
Jeweler;” Harrison F. Babcock, past 
president of HIA, who will discuss 
“Why We Want Legislation;” Fred V. 
Cole, editor of THe Jeweters’ Circurar- 
Krysrone, who will speak on “Mislead- 
ing Advertising;” William J. Watkins, 
chief instructor, American School of Air- 
craft Instruments, who will speak on 
“How You Can Best Serve America as 
a Watchmaker;” Frank D. Urie, super- 
intendent of inspection and _ research, 
Elgin National Watch Co., who will dis- 
cuss “Metallurgy in Watchmaking;” 
John J. Nooyen, president, Horological 
Society of California, who will speak on 
“Human Relations;”’ William H. Same- 
lius, technical chairman UHAA. who 
will consider “The Old and New Watch- 
makers ;” J. E. Coleman, clock editor of 
the American Horologist, who will speak 
on “The History and Development of 
American Clocks,” and Thomas J. Le- 
nane, former member’ of. the Illinois 
General Assembly, who will consider 
“Horological Legislation and the Bumps 
and Humps we must overcome.’ 

The program continues with J. P. 
Sommer, president UHAA, who will 
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speak on “Inspiration;” B. W. Heald, 
legal advisor of UHAA, who will discuss 
“Intexyesting Developments of the Licens- 
ing Law;” George T. Gruen, secretary, 
Gruen Watch Co., who will discuss 
“Ifow Watch Cases Are Made;” Walter 
J. Kleinlein, Waltham Watch Co., who 
will take as his subject, “Time and 'Tim- 
ing;” Fred Lund of Chicago, who will 
treat of “Gemology;” William O. Smith, 
director, Western Pennsylvania Horo- 
logical Institute, who will consider 
“Modern Methods of ‘Teaching in 
Schools;” Herman R. Pedrick, technical 
board of UHAA, who will concern him- 
self with “The Best Practical Idea;” 
John De Vogel, former secretary, Horo- 
logical Association of New York, who 
will talk on “Salesmanship and_ the 
Watchmaker;” S. A. Wilson, general 
supervisor, time service, B & O Railroad, 
and A. J. Strobel, general supervisor, 
time service, AT & SF railroad. 





American Watch Importers Expect 
Switzerland Will Soon Resume 
Sending Watch Materials to U. S. 


As a result of the attempt to solve 
the serious problem of securing watch 
materials from Switzerland, Roland 
Gsell, co-member of the committee on 
Swiss relations of the American Watch 
Assemblers Association, reported that 
more and more shipments of material 
may be expected from Switzerland now 
that nine Greek vessels have arranged 
to sail under the Swiss flag. This re- 


Herbert Ollendorf, 

chosen president of 

the American Watch 

Assemblers Associa- 
tion, 





port, which was given at the annual din- 
ner and meeting of the association at 
the Hotel Victoria, New York, on Feb. 
18, featured an extremely informative 
session. 

Herbert Ollendorf of the Ollendorf 
Watch Co., who was elected president of 
the group, acted as chairman of the meet- 
ing and read a report submitted by 
Oscar M. Lazrus, of Benrus Watch Co., 
retiring president, who was prevented 
from attending because of illness. Ac- 
cording to this report, the members of 
the board of governors of the association 
were instructed last year to communi- 
cate with their suppliers abroad in re- 
gard to materials, which have not been 
coming through since June, 1941, al- 
though watches and watch movements 
(but not timers, chronographs, etc.) have 
been arriving fairly regularly. In addi- 
tion, the subject of materials was taken 
up with officials of the Swiss government. 

Included also in Mr. Lazrus’ report 
were rem&arks on the proposed price- 
control bill. Stating that although noth- 
ing of a material nature had developed 
as yet, it is to be expected that the OPA 
will, sooner or later, place a ceiling on 
prices of watches and similar products. 
When that occurs, he said, it is to be 
hoped that Washington will take into 
consideration recent increases in costs of 
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imported materials and labor, and adjust 
the ceiling proportionally. 

In his review of the association’s 
achievements during the past year, Mr. 
Lazrus noted that the tax question had 
been successfully solved for the benefit 
of all concerned by the introduction of 
a retail rather than a manufacturer’s 
tax. At the same time he expressed satis- 
faction at the complete membership in 
the organization, observing that the 
group has a definite right in all instances 
to speak for the assembly industry. 

William Helbein of Helbros Watch 
Company, made an interesting report of 
his recent experiences in flying to and 
from Switzerland, simultaneously with 
the outbreak of war between the Axis 
and the U. S. “It took me 26 hours to 
fly to Switzerland and 6 days to fly 
back,” he said. “My return trip was 
made long and difficult because circum- 
stances, over which I had no control, 
made it necessary for me to fly back by 
way of Brazil. I found that the Swiss 
people were in sympathy with America 
and with the United Nations. How long 
Switzerland will remain unmolested by 
the Axis powers it is hard to say. In 
the meantime, the fact that Switzerland 
is able to carry on commerce with the 
outside world is indeed a miracle.” 

Other matters discussed at the meet- 
ing had to do with price control, in- 
stalment selling restrictions, the freez- 
ing of basic metals used in watch case 
manufacturing, mailing and_ shipping 
facilities, and with the establishment of 
prevailing minimum wages applicable to 
public contracts under the Walsh-Healey 
Act, now being considered by the U. S. 
Department of Labor. 

At the elections which followed these 
reports the following officers were 
elected: President, Mr. Ollendorf; first 
vice-president, Roland Gsell of R. Gsell 
& Co.; secretary, Morris Hoffman, of 
Tnvicta-Seeland, Inc. William Ansen, of 
William Ansen, Inc., was re-elected sec- 
ond vice-president, and Ben de Frece, of 
de Frece Watch Co., was re-elected trea- 
surer. The following members of the 
board of directors whose terms had ex- 
pired were re-elected: Mr. Ansen, Mr. 
de Frece, Mr. Hoffman, and Mr. Lazrus. 
The other members of the board are: A. 
Bulova, Bulova Watch Co.; Caston Dite- 
sheim. Movado Watch Agency. Inc.; 
Mr. Gsell; Norman M. Morris. Norman 
M. Morris, Inc.: Mr. Ollendorf; M. 
Sarnoff, Paul Breguette Watch Co., 
Louis A. Schwob and Harold N. Grey, 
Gothic Jar Proof Watch Co. 





Sale to Aid Ambulance Corps 


Jewelers from every state in the 
Union are being asked to cooperate in 
an unrestricted jewelry auction sale at 
Silo’s Galleries, 40 E. 45th St., New 
York, the week of May 24-29 inclusive, 
to benefit the British and American 
Ambulance Corps. 

Planned for the purpose of raising 
funds for military ambulances, des- 
perately needed by fighting forces of 
the United Nations, the sale will be one 
of the more important war relief ven- 
tures of this year, marking the first time 
the nation’s jewelers have made a uni- 
fied gesture of aid to the men giving 
their lives to defeat the Axis powers. 

Recently the corps received an urgent 
appeal for 256 military ambulances. It 
is hoped that proceeds from the sale will 


be sufficient to purchase at least 50 | 


ambulances, fully equipped. 
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QUALITY 


SINCE 1926 
AMERICA'S PIONEER 
dial refinishing 
company 
the Largest in its Field WILL CON- 
TINUE To Give its Customers the 
Finest Service, Quality, & Work- 


manship AVAILABLE, Despite the 
DRAFT & Material Shortage. 





Coast to Coast Service 


KIRK-RICH DIAL CORP. 


Heyworth Bldg., CHICAGO 
220 W. 5th St., LOS ANGELES 


Allen Bldg. Clark Bidg. 
DALLAS, TEX. PITTSBURGH 
Seaboard Bidg., 150 Post St. 


SAN FRANCISCO 





SEATTLE, WASH. 











CONSULT... 

M. Y. FINKELMAN 
or 

Diamonds and Diamond Jewelry 


EST. 1923 
29 E. MADISON ST. CHICAGO 








A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 507 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York, N. Y. 











come WATCH CO. 


S S.WABASH AVE. CHICAGO ILL, 


USED WATCH. 











MATERIALS 
Ora tae” 1\o 


0-Size Elgin, Waltham 
73, $2.50— 153, $3.50 
12 or 16 Size Hunting 






DOTWLVD YOJ GNI 














73, $2.00 — 153, $2.75 THE PRICE OF 

12 Size Open Face 

73, $2.50 — 153, $3.50 | NEW MATERIALS 

Caste — 15), $4.08 

73, $2.50 — 153, $4. 

18’ Size Htg.Elg., Wal. pe er 
‘ " 


‘or all watches. 
Send sample of 
what you wan?! All 
Guaranteed! Remit 
only if satisfactory. 










6% Reet. 
6), $2.00 — 15), $2.50 
10'/ L6J. $1.00 15).$1.50 
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q A. H. Rhall, retail jeweler, Renshaw 
building, and Mrs. Rhall, have returned 
from an extended sojourn in Florida. 
q Charles Banov and wife, of Wheeling, 
W. Va., have returned from a vacation 
spent in Knoxville, Tenn. 

q William E. Jones of the W. J. Johns- 
ton Co., Clark Building, has returned 
from a Miami vacation. 

q Harold Gerson of Beaver Falls, Pa., 
and Abe Levinson, Charleroi, Pa., are 
back from Florida. 

q Fred K. Hahn of Helm & Haln, ring 
manufacturers, Manufacturers Building, 
has returned from a trip to New York. 
q John Joseph, manager of the Pitts- 
burgh branch of M. A. Mead & Co., 
Clark building, has returned from a vaca- 
tion in Florida. 

q H. L. Turk, Etna, Pa., retail jeweler, 
has taken his brother, Nathan, into the 
firm which is now being operated under 
the name Turk’s. 

q Paul S. Hardy, president of the Hardy 
& Hayes Co., Oliver Ave. and Wood St., 
is serving as air raid warden for his 
district. 

q William J. Kappel, Sr., head of the 
William J. Kappel Co., is expected to 
return from Florida about the middle of 
April. His brother, John, has already 
returned from a Southern sojourn. 

q Al DeRoy of Joseph DeRoy & Son, 
and Mrs. DeRovy, are home from Florida, 
while Norman DeRoy and wife are still 
sojourning there. Ralph DeRoy. son of 
Al, is confined in the United States 
Marine Hospital, 40th St., Pittsburgh. 

q Uncle Sam has tapped many male 
members of the local jewelry trade for 
military service, and as a result, a num- 
ber of retail jewelers are replacing 


| drafted men with girls, especially for 


sales work. 

q Among out-of-town iewelers visiting 
wholesale houses in Pittsburgh recently 
were: Fred I... Reznor, Mercer. Pa.: 
Peter Bertanzetti, Gallitzin, Pa.; Howard 
McAnliss of J. D. McAnliss & Son, Bea- 
ver Falls, Pa., and A. Zinamon, New 
Kensington, Pa. 

q@ Mr. and Mrs. S. H. DeRoy, S. H. De- 
Rey & Co., Smithfield St., have iust re- 
turned from a vacation spent in Atlantic 
City and New York. Emanuel DeRoy. 
manager of the Johnstown branch, and 
wife. have returned from the Sea Isle 
Hotel, Miami Beach, where they spent an 
extended vacation. 

q The effects of the war are gradually 
being felt in retail jewelry circles. New 
orders regarding blackouts make it nec- 
essary for the larger stores to emvloy 
night watchmen, and those firms such as 
Joseph DeRoy & Sons, which have illumi- 
nated clocks on buildings, are put to 
considerable trouble to have them turned 
off during air raid warnings. 

q Mr. and Mrs. Emanuel Grafner have 
returned from Baltimore where they 
visited their son, William Taft Grafner, 
who was confined for several weeks in 
the Holaboard Army Hospital. “Billy” 
is a member of the medical division of 
the United States Army Engineers and 
is stationed at Fort Meade. Miss Mar- 
garet K. Farrell, office manager for 
Grafner Bros., has returned from Atlan- 
tic City where she spent several weeks’ 
vacation. 
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MANUFACTURING JEWELERS 
and 


DIAMOND SETTERS 
BAUER & MUTSCHLER 


412 Clark Building Pittsburgh, Pa. 
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DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 


by R. J. Rocers, F.G.A. 
Price $1.50 Postage Paid 


This book of all gems gives complete 
definitions of every stone used by 
jewelers from Achates (ancient 
name and origin of Agate) to Zircon 
and Zonochlorite with their specific 
gravity, chemical composition, crys- 
tallographic origin, hardness, refrac- 
tive index, etc. 


It is a valuable ready reference list 
for the retail jeweler, manufacturer, 
importer and lapidary. 


Cloth bound, 58 pages, 7 = 5% 
inches. 
THE JEWELERS’ 
CIRCULAR-KEYSTONE 


100 E. 42nd St., New York, N. Y. 
5éth & Chestnut Streets, Philadelphia, Pa. 





















THE JEWELERS’ CIRCULAR-KEYSTONE 

















HALL BROS. & CO. 
Clark Bldg. Pittsburgh, Pa. 
Diamond Importers 
and Distributors for 
Granat Mfg. Co. 

Stylists in 
Engagement and Wedding Rings 











Established 1907 


MARTIN GLUCK & SON 


(FRED GLUCK) 
Genuine factory watch materials 
“Supply Specialists” 
313-314 Clark Bldg., Pittsburgh, Pa. 











Established 1895 
THE W. J. JOHNSTON 
COMPANY 


WHOLESALE JEWELERS 
702 CLARK BUILDING 
PITTSBURGH, PA. 


SELLING AGENTS FOR 
ELGIN WATCHES 


Wm. E. Jones Jake Hershey 
Wm. A. Jones 








GEMSTONES 
By G. F. HERBERT SMITH 


An interesting authoritative 
book for the study and de- 
termination of gems. Con- 
tains 443 pages, 42 plates, 
four of which are in color. 


Price $4.00 Postpaid 


The Jewelers’ Circular-Keystone 
Chestnut & Séth Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 
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q Emil Freyer, president of the Samuel 
Weinhaus Co., 808 Liberty Ave., whole- 
sale jewelers, has returned from St. 
Petersburg where he spent an enjoyable 
vacation. Before leaving, employees of 
the firm presented Mr. Freyer with a 
basket of 65 roses, the occasion being his 
65th birthday. Albert Freyer has re- 
turned from Providence, R. I., where he 
had gone on a buying trip. Corporal 
Ray Menner, a former member of the 
sales department, was home on a visit 
recently. 


Watchmakers May Aid Defense 
By Spare-Time Pooling of Work 





How can the watchmakers of the na- 
tion contribute to war production in 
their spare time? 

Tur Jewevers’ Crrcutar-Keysronr, in 
an effort to provide an answer to this 
question, has learned from R. M. Bar- 
nett, executive secretary of the National 
Labor Supply Policy Committee, that 
skills shared by watchmakers can be em- 
ployed in making certain parts. 

According to Mr. Barnett, the most 
practical plan would be for a number 
of interested watchmakers in a given 
locality to pool their skills and facilities 
and seek a sub-contract from an_ in- 
strument-maker. Those interested in a 
project of this nature should make an 
inventory of their facilities and present 
their proposition to the Contract Dis- 
tribution representative in the nearest 
War Production Board field office. 

At a meeting of the New York Horo- 
logical Society in March, it was pointed 
out that watchmakers are probably not 
well qualified for entrance, directly into 
plants manufacturing aviation products, 
since a thorough knowledge of blueprint- 
reading and the use of a micrometer are 
required. The New York society is pre- 
paring bulletins on these subjects. 


N. Y. STATE LAUDS ONEIDA PLAN 





Although there may seem to be little in 
common between manufacturing silverware 
and organizing a local "Salvage for Vic- 
tory" campaign, executives of Oneida Ltd. 
tried the latter with uncommon success in 
Sherrill, N. Y. As is seen in the above 
photograph, a trailer was located in the 
city, and for two days before the city-wide 
pickup, was used two hours each evening 
to build up publicity to the drive. The 
trailer was mounted with banners designed 
by artists of the company, and through an 
loudspeaker band music was 
played to attract attention. Periodically, 
Boy Scouts, who were to collect the scrap 
metal, cut in with announcements. The drive 
was so successful that William Arnoldy, 
executive secretary of the New York State 
Salvage Committee, has sent a _ bulletin 
describing the plan to all local committees, 
and has suggested that it be adopted for 
state-wide use. 
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DIAMOND SETTING 


JEWELRY REPAIRING 
SPECIAL ORDER WORK 
Prompt service and careful attention given to 
all orders. 
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JEWELRY MFG. CO. 
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1221 PENNSYLVANIA AVE 
PITTSBURGH, PA. 











KEYSTONE JEWELRY MANUFACTURING CO. 


WHOLESALE 
DIAMONDS - WATCHES - 


PROMPT SERVICE ON 
SPECIAL ORDER WORK 


413 CLARK BLDG. PITTSBURGH, PA. 


JEWELRY 








123 











PROMPT SERVICE ALWAYS 


GERWE-FROHMAN CO. 


Wholesale Jewelers 


CINCINNATI 











THE HOUSE OF 
SPECIAL ORDERS 


ta Fatabatetenmesbavemm Gre) (ey 


Prompt Service 


Designs on Request 


LITWIN and SONS 


114 W. Sixth St., Cincinnati, Ohio 
Phones Cherry 5770 & Ch. 5771 








KLEIN BROS. CO. 


617 VINE STREET 
CINCINNATI, OHIO 


Our Salesmen are out with . 
NEW SPRING LINE 


Beautiful! Be sure and see! 






LARGE ASSORTMENTS 
JEWELRY LATEST STYLES 


POPULAR PRICES 
DIAMOND RINGS NEWEST MOUNTINGS 


KENWOOD WATCHES P5EENPSELE 


POPULAR PRICES 





Greenwold Grift Co. 


The House of 


IS WEST 7th STREET 


Onality and Service 
CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


ELGINS @ HAMILTONS (Zones s 
Lines of quality and style that give you pro- 


tected profit You can recommend these lines 
to your customers with confidence 








MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride. Most attractive. Mod- 

erately priced. 
Write for a Selection 
THE D. :ACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years. 








WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
CINCINNATI, O. 


427 PLUM ST. 
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q Harvey Henkle is back at his desk at 
the George H. Newstedt Co., 100 W. 4th 
Street, after an operation. 

q Elmer T. Herzog, jeweler at 806 Madi- 
son Avenue, Covington, Ky., last month 
vacationed with his family in Florida. 
q The Guenther Jewelry Co. after its 
first year in the Enquirer Building, 617 
Vine St., has extended the lease for sev- 
eral years. 

q Joseph Golde of the Macey Jewelry 
Co., 609 Madison Avenue, Covington, re- 
turned to his office last month after vaca- 
tioning in Florida. 

q Thomas R. Botts announced to the 
trade on March 14 that he was handling 
only the line of the Jacques Kreisler 
Corp., N. J. 

q Mrs. Anna A. Wehking, vice-president 
of the newly-organized Hobart A. Weh- 
king Jewelers, Inc., 914 Main St., is re- 
covering from pneumonia. She is the 
wife of Hobart A. Wehking, Hamilton 
County commissioner and head of the 
jewelry concern. 

q A group of local jewelers will be 
present in a group at Crosley Field when 
the Cincinnati Reds launch their 1942 
season, April 14. They are Louis J. 
Hummel, Jr., John Kramer, Joseph Dil- 










ger, Elmer T. Herzog, Robert L. Hum- 
mel, George Hook and George Kleier. 

q Louis F. E. Hummel, veteran Cincin- 
nati jeweler, observed his 83rd birthday 
anniversary on St. Patrick’s Day. He 
was guest of honor at one table at the 
banquet of the Friendly Sons of St. 
Patrick in the Netherland Plaza where 
were gathered a group of other jewelers 
including John A. Gerwe, George E. 
Brown; his nephew, J. Charles Hummel 
and his son, Louis J. Hummel, Jr. 

q Despite the war the Town Criers look 
forward to a banner year in 1942 accord- 
ing to the annual report issued March 1 
by J. Charles Hummel, secretary. Be- 
cause of increased business and added 
travel, activities were somewhat curtail- 
ed during 1941, he pointed out, propos- 
ing a vote of thanks to Norbert Meehan 
and the other outgoing officers for their 
services under the unusual conditions. 
The incoming administration headed by 
Charles Dispeker, he added, had pledged 
itself to do its best during the coming 
year. Membership of the club now 
stands at 79 with a drive under way to 
add to the roster. Weekly luncheon 
meetings were scheduled to be held at 
Lerman’s Restaurant each Friday noon 
during the year. 





| Cleveland's 24 Karat Club 


Backs Trade Diversion Act 


The 24 Karat Club of Cleveland and 
northern Ohio will sponsor a Retail Di- 
version Act in the 1943 Ohio State Legis- 
lature through State Representative 
Margaret Mahoney. This was decided 
at the annuak meeting of the group, held 
on Feb, 27, at which the president, Lewis 


Lewis |. Benway, 
president of the 24- 
Karat Club of 
Cleveland and 
Northern Ohio. 





I. Benway, also announced a campaign 
for increased membership in the organi- 
zation. The following were elected di- 
rectors: H. H. Beattle, Lewis I. Benway, 
H. Bruce McCague, Bernard F. Mes- 
singer, Walter F. Meyer, George N. 
Nelson, Clarence A. Rock, Maurice A. 
Roberts, Charles Schaeffer, J. F. 
Schnauffer, William Theis, Charles Volk 
and Samuel R. Zwee. The following 
were named as committee chairmen 
for the ensuing year: trade relations, 


George N. Nelson; membership, Charles ° 


Schaeffer; code of ethics, William Theis, 
social affairs, Philip Friedman, and edu- 
cation, W. A. Southam. 





Ascherman Firm Expands 


Charles Ascherman & Co., wholesale 
jewelers, Hippodrome building, Cleve- 
land, O., has just acquired three addi- 





tional rooms, a total of 700 feet, where 
they are planning extensive alterations. 
Air-conditioning, fluorescent lighting and 
a new show room will be added. 





Trade Diversion Bill Introduced 
In N. Y. Assembly; Passage Is 
Eagerly Sought by Retail Jewelers 


The passage of a proposed New York 
State Trade Practice Law, introduced 
into the New York State Legislature on 
March 18 by Senator B. J. Feinberg and 
Assemblyman Edward J. Delaney, is 
eagerly awaited by many retail jewelers 
in the state. The bill, as originally sub- 
mitted, would go into effect on July 1 
of this year. 

Similar in form to the Michigan Trade 
Diversion Act which was passed in June, 
1941, the bill forbids unfair competition 
through the misrepresentation of goods 
as “wholesale,” and the sale of gdéods to 
employees or others at wholesale prices. 
Severe penalties are provided for viola- 
tions of the law; first offenses to be 
punished by a fine of from $100 to $500, 
and subsequent offenses by fines up to 
$1000. 

In addition to the existing Trade Di- 
version Law of Michigan, several other 
states have similar legislation, including 
Wisconsin, Illinois and Pennsylvania. A 
bill of this nature presented to the Cali- 
fornia Legislature last year was de- 
feated, but proponents hope that it will 
pass at the next session. 
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q ‘he Boston bowling league, with but 
a tew games to go before the end of the 
serson on April 22, finds Shreve Crump 
& Low Co.’s team in first place with a 
lead of eight games. A. Stowell & Co.’s 
team holds the high three string total of 
1559 and the high single of 578. 

‘’he annual convention of the Massa- 
chusetts and Rhode Island RJA will be 
held on April 22 at the Parker House, 
. Boston. F. T. Widmer, president of the 
organization, has urged all retail jewel- 
ers to be present, since outstanding 
speakers will address the group at the 
afternoon session and a banquet, enter- 
tainment and dancing will follow. 

William L. Stone of the sales division 
of the Gorham Mfg. Co., Providence, 
was honored by company officials and 
co-workers on Feb. 4, on the occasion of 
his retirement from active service after 
40 years with the company. Mr. Stone 
is past-president of the Boston Jewelers 
Club, and is now on a pleasure trip to 
the west coast, where he will stop first 
in Arizona and then proceed to Seattle. 
IIe will return to Boston in a_ few 
months. 

q New England jewelers and_ buyers 
visiting Boston wholesalers in March, 
were keenly interested in every angle 
affecting new products, trends, sales 
techniques and merchandise available. 
Among them were Mr. and Mrs. W. A. 
McKenney, Athol; Frank Sullivan, 
Howe Co., Keene, N. H.; Mrs. Daisy 
Whitney, Newport, Me.; Sherman 
Daniels, Rockland, Me.; Mrs. Arthur 
Chesley, Presque Isle, Me.; Edward 
Normand, D. Low Co., Salem, Mass.; 
W. F. Parker, Fairhaven, Vt.; W. C. 
Schwind, Rumford, Me.; Mr. and Mrs. 
Wilder, and Irving Sherman, Westfield, 
Mass.; P. Safford, Rochester, N. H.:; 
Frank Mowry, Rutland, Vt.; Robert 
Abbott, Lowell, Mass.; Frank Freeman, 
Rutland, Vt.; Charles Brown, Lawr- 
ance, Mass.; Leo Munsat, Rutland, Vt.; 
Joe Freeman, Haverhill, Mass.; Fred 
Guggenheimer and Matthew’ Brown, 
Scott’s Jewelers, Lowell, Mass.; E. J. 
Pendleton, Natick, Mass.; Mr. and Mrs. 
Birchard, Walpole, Mass.; Theodore 
Michales, Southbridge, Mass.; James 
Cleary, Greenfield, Mass.; Mr. and Mrs. 
I.. Blaine Libbey, Milford, Mass.; Wil- 
lard Keith, Portland, Me.; Samuel 
Lerner, Lynn, Mass.; Bernard Goldberg, 











Bernard’s, Salem, Mass.; Miss Alice 
Laundry, Woonsocket, R. I.; Mr. and 
Mrs. Paul Goldfine, Woonsocket, R. I.; 
Waldo Landry, Franklin, Mass.; Ed- 
ward Beauliau, Portland, Me.; Mr. and 
Mrs. Leo Satz, Ware, Mass.; Nathan 
and Norman  Sharfman, Worcester, 
Mass.; Mr. and Mrs. Bernie Boas, Mr. 
Swanson and Mr. Jones, J. A. Foster 
Co., Providence, R. I.; Mr. and Mrs. J. 
Cerel, Pawtucket, R. I; Holmborg & 
Douglas, Brookline, Mass.; Harry Jol- 
ley, Farmers Inc., North Adams, Mass. ; 
Louis Comet, Pittsfield, Mass.; Max 
Stein, Holyoke, Mass.; N. O. Cote, Bel- 
lows Falls, Vt.; Mr. Dubois, Lewiston, 
Me.; A. B. Mitchell, Thompsonville, 
Conn.; Miss Edna Johnson, Athol, 
Mass.; Mrs. Ladd, Worcester, and Mr. 
and Mrs. E. R. McClintock, Dover, 
N. H. 


Jeweler Observes Golden Wedding 


Edward J. Gare, Sr., Northampton, 
Mass., jeweler, and Mrs. Gare celebrated 
their 50th wedding anniversary on Feb. 
24. One of the oldest businessmen in 
Northampton, Mr. Gare is also celebrat- 
ing his 59th anniversary as a jeweler this 
year, having entered the business as an 
employee of B. E. Cook & Son in 1884. 
In 1900, with Benjamin Phelps, he pur- 
chased the firm, and upen the retirement 
of Phelps in 1919, the firm became known 
as K. J. Gare & Son. 


Presented with Watch 


Upon his retirement from office, Ray- 
mond Cable, three-term president of the 
Greater St. Louis Horological Guild, was 
presented with a Lord Elgin wrist watch 
as a token of the esteem of the members. 
The Guild, a fast-growing organization, 
numbers over 200 watchmakers and is 
securing new members every month. 


Have you Seen This Watch? 


Anyone receiving a man’s Hamilton 
14-k. white gold wrist watch, with ra- 
dium dial, movement No. 4157356, Model 
987-F, is urged to communicate with Com- 
missioner Edward J. Hickey, State 
Police Dept., Hartford, Conn. 














NEW RETAIL ENTERPRISES 








Friedman’s Watch & Clock Shop, 1308 1st Ave., Seattle, Wash. 
Manleigh, Jewelry for Men, 158 Pine St., Providence, R. I. Wholesaler I. J. 


Hopfenberg. 


Sterling Jewelers, Ligonier and Weldon Sts., Latrobe, Pa. New unit. 

E. H. Storm, 77 Madison Viaduct, Seattle, Wash. 

Arthur Melnick, 873 Washington St., Boston, Mass. 

Mulford Jewelry Co., 26 S. Main St., Memphis, Tenn. L. S. Harwell, pres. 

A, Russell, 222 W. Fayette St., Syracuse, N. Y. 

Holland Jewelry Co., Woodward, Okla. J. D. Holland, prop. (Formerly Swanson 


Jewelry Co.) 


Sutton Jewelers, Monroe, N. C. Theodore Surits, mgr. 


T. E. Guard, W. Main St., Marion, IIl. 


Drucker Jewelers, Inec., Miami Beach, Fla. S. Drucker, mgr. 
R. G. Myers, 33 N. Main St., Manheim, Pa. 

Kenneth I. Van Cott, 60 Court St., Binghamton, N. Y. 
Heber’s, 404 Pike St., Seattle, Wash. Herbert M. Meltzer, mgr. 
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gland and New York State with 
complete wholesale stocks. 


AMERICAN 
WATCHES 


Exclusively 
[DIAMOND S| 
|. ALBERTS SONS, Inc. 























4 373 WASHINGTON ST.. BOSTON vy 


aUTTLe 


Oum@® 


we. CANTON OF 


Sitve® 
MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 














For further information address: 
= Administrative Office 
1112 BOYLSTON STREE! 


Boston, Massachusetts 





. 
Climenetolee 
(Kerot Gold on Sterling) 

and STERLING SILVER 
REAL STONE JEWELRY 


Catia to retailers 


W. E. RICHARDS CO. 
ATTLEBORO, MASS 





DINIKS 


STERLING 








NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN 
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LEVY BROS. CHINA CO., 


Established 1868 
79-83 Fifth Ave. GRamercy 7-0111-2 


EXPORTERS AND IMPORTERS 
Dinnerware, Service Plates, Gifts, Smoking <Ac- 
cessories. Our specialty—22K Gold Encrusted 
sugars and creamers, salts and peppers, etc. 


GIFT DIVISION — 225 Fifth Ave. 








JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 


Murray Hill 3-5460 








EDWARD BOOTE 


35 & 37 West 23rd St.. New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Biack Basalt 
Trade-Mark WEDGWOOD : 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 

































MINTON 


English Bone China 
ADAMS CALYX WARE 
RIDGWAYS DINNERWARE 
T. WEBB & CORBETT ENGLISH CRYSTAL 


Meakin & Ridgway, Inc. 
129 Fifth Avenue, New York, N. Y. 


























ROYAL DOULTON 
@nglish Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 


IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 
























JEWELRY, GEM CUTTING 
and METALCRAFT 
By W. T. Baxter 
Price $2.50 Postpaid 


Jewelers Circular-Keystone 


100 E. 42nd St., New York 
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Bernarp GILpDEHAUS, 76, retired watch- 
maker of Louisville, Ky., died March 17. 

James W. Wess, 54, East Liverpool, 
Ohio, jeweler, died Feb. 27. 

Ewarp WattenscHeEIpr, 64, Baltimore 
watch and clock maker, died at his home 
Feb. 28. 

Oscar FepersuscuH, New Kensington, 
Pa., jeweler and optician, died early in 
March. 

Henry W. F. SeE_MEIER, 
Louisville, Ky., jeweler, 
home on March 18. 

Bensamin S. Ravucu, 52, manager of 
the C. H. Barnum jewelry store, Ash- 
tabula, Ohio, died March 2. 

Frank A. Anpbrews, 84, retail jeweler 
in Boston and vicinity for over 60 years, 
died March 14, at Newton, Mass. 

Henry Smiru, of Providence, died 
Feb. 22 at his home after a long illness. 
For 45 years he was employed by the 
Gorham Manufacturing Co. as a polisher. 

Armanp Ducet.ier, Antwerp diamond 
commissionaire, died about Dec. 10 in 
southern France, according to informa- 
tion just received. 

A. Sraniey Brusser, 58, a leading 
figure in the gift trade and New York 
wholesaler, died March 11. For many 
years associated with Ferdinand Bing 
& Co., and more recently conducting his 
own business at 225 Fifth Ave., New 
York, he was president of the Eastern 


76, former 
died at his 


The late 
A. Stanley Brussel 





Manufacturers and Importers Exhibit 
which conducted the National Gift Show 
in Chicago. He was also a director of 
the National Gift & Art Association. 
Following his wish, Mr. Brussel’s busi- 
ness will continue under the supervision 
of Mrs. Brussel, under active manage- 
ment of Mollie Marcus. 

Cuaries Grout, 81, Seattle, Wash., 
jeweler, died in mid-March. He origi- 
nally conducted a jewelry business in 
Providence, R. I., moving to Seattle over 
35 years ago. 

Louis L. Grey, 68, founder and presi- 
dent of the Gothic Jar-Proof Watch 


The late 
Louis L. Grey 





Co., died March 13. Associated with the 
jewelry business for over 50 years, he 
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started in business for himself in 1897 
as a manufacturing jeweler and whole- 
saler. In 1923 he organized the Gothic 
Watch Co., and a few years later ac- 
quired the Bruner Watch Co. Until 
1932 he continued active participation in 
the management of his business, but 
more recently took a less active part, his 
duties being gradually assumed by his 
son, Harold N. Grey. 

Greorce C. Guiespiz, 64, retired 
jewelry salesman who had been asso- 
ciated with the John Wanamaker store 
for 22 years, died in Philadelphia, Feb. - 
29 

E. M. Manpbevitxe, salesman for J. B. 
Bowden & Co., manufacturing jewelers, 
New York, died March 10. He was as- 
sociated with the jewelry business all his 
life. 

WiuuiaM B. Kritt, 65, jeweler in Erie, 
Pa., died Feb. 24. The operator of a 
jewelry store for over 35 years, he was 
a bank director and held several civic 
posts. 

Herman AckerMan, 72, for 50 years 
a leading Missouri retail jeweler, died 
at Marysville, Mo., Feb. 27. He was a 
cousin of the famed Otto Mergenthaler, 
inventor of the linotype. 

A. H. Naruan, 53, brother-in-law of 
Meyer M. Schwartz and known to the 
trade through association with him in the 
diamond business in Chicago, died Feb. 
15. 


Frank H. Hewirt, 59, Newark, N. J., 
manufacturing jeweler for over 25 years, 
died March 11 at Maplewood. He had 
retired as a manufacturer several years 
ago but continued a wholesale and retail 
business. 

Maruias J. Yunn, 54, manager of the 
Chicago office of L. A. Schwob, watch 
manufacturer, New York, died March 
11 at Berwyn, Ill. Identified with the 
watch business for 40 years, he was for- 
merly associated with the old firm of 
Adolphe Schwob, Inc. 


Epwin Moore, 84, Providence, R. I., 
jewelry industry veteran, died March 8, 
at Attleboro. Originally employed at 
the Gorham plant in Providence, he was 
later associated with the Watson Co., 
Fontneau & Cook, and finally with the 
L. G. Balfour Co., Attleboro, Mass. 


James B. Rounps, 77, a jeweler in 
Owensboro, Ky., and a former riverman, 
died March 2 after an extended illness. 
Entering the jewelry business in Owens- 
boro in 1885, he became connected with 
the Owensboro Transportation Co., and 
20 years ago reentered the jewelry busi- 
ness, with his brothers, Harry and Fred 
Rounds. 


Cuarites F. Haniscnu, son of Otto C. 
Hanisch, secretary of George H. Fuller 
& Son Co., Pawtuckett, R. I., who left 
Brown University as a sophomore to 
enlist in the Royal Canadian Air Force 
last April and attained the rank of pilot 
officer, was killed in February in the 
crash of a training plane near Trenton, 
Ont. 


Crartirs P. Benepict, 69, retired New 
York jeweler who included among his 
customers President Roosevelt, Charles 
Evans Hughes and many’ prominent 
bankers and brokers, died at the Dobbs 
Ferry, N. Y. hospital on March 6. In 
1938 he had closed his 119-year old firm, 
Benedict Bros.;-at Broadway and Fulton 
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St. in New York, started by his grand- 
father. 

Aten D. Suz, 77, a life-long diamond 
cutter, died in Boston on March 2. In 
his early experience he was employed by 
‘Tiffany & Co., New York, and then for 
many years by John B. Humphery Co., 
Boston. In 1909, with Edward Russell, 
he formed the diamond cutting firm of 
Russell & Sime, and in 1930 the business 
was liquidated, both partners retiring, 
Mr. Sime to a chicken farm in Abington. 

Jusrus B. Kress, 89, one of the oldest 
watchmakers in the United States, died 
in Cleveland, Ohio, Feb. 19. Born in 
Punxsutawney, Pa., Mr. Krebs learned 
watchmaking as a young man and went 
to Cleveland in 1873. He made watches 
for many prominent business and profes- 
sional men in the Middle West and was 
commissioned by the late John D. Rocke- 
feller to see that the watches and clocks 
at the Rockefeller estate were in condi- 
tion. After working for several jewelers 
in Cleveland, he opened his own store 
and operated it for thirty years until his 
retirement three years ago. 





Boys on the Road 











q Sam Skversky, partner in the manu- 
facturing firm of Frantz & Skversky, 
Philadelphia, spent a 10-day mid-winter 
vacation at Miami, Fla. 

q Currently traveling in the Southern 
district for Schumer Bros. Co., Cincin- 
nati, are Robert Stocker and Paul 
Schumer. 

qL. D. Percy is now representing Gold 
Bros., manufacturers, New York, in the 
middle-west. He will be located at 31 
No. State St., Chicago. 

q.M. S. Meyerhoff and P. Marenstein, 
salesmen for Aisenstein & Gordon, San- 
som Street, Philadelphia, wholesalers, are 
back on the road following winter vaca- 
tions in Florida. 

>» Frank Deprez, Gruen Watch Co., and 
Ralph Goebel, ring mountings, have re- 
turned to their Cincinnati offices after 
regular selling trips through the mid- 
west. 

q Harry Ulmer, for many years with A. 
Wittnauer Co., and recently with Patek- 
Philippe & Co., is now representing Louis 
Franklin Co., Inc., 665 5th Ave., New 
York. Mr. Ulmer will call on the trade 
in New York, the East and Middle West. 
¢ Herbert Cozen, watch buyer for R. S. 
Milner & Son, Inc., Philadelphia whole- 
salers, was married to Miss Tillie 
Shapiro, also of Philadelphia, on March 
1. The newlyweds spent their honeymoon 
in New York. 

¢ Brent Crowell, a member of the Cin- 
cinnati Town Criers and salesman for 
Oneida Ltd., has been appointed pur- 
chasing agent at the firm’s plant in 
Oneida, N. Y., for the duration of the 
war. 

q Clarence J. Schriever, president of S. 
O. Bigney & Co., Attleboro, announces 
the appointment of Fred L. Lee, Jr., as 
representative of the company in the 
Pacific coast territory, with offices in Los 
Angeles and San Francisco. 

4 Harry and Leon Miller of the Miller 
Bros., New Orleans, are back on the job 
after having been on the sick list. Inci- 
dentally, Joe Miller, their brother, has 
now taken up photography as a hobby 
and has produced some remarkably fine 
pictures, 
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q Bill Rushton and Brad Hutchinson of 
D. C. Percival Co., Boston wholesalers, 
decided to spend all the time possible 
in New York during a ten-day holiday. 
Flying, they spent 160 minutes going 
each way, saving valuable moments for 
the inspection of Grant’s Tomb, the 
N. Y. Steam Co. and other hot spots. 

> A. H. Brooks 
of Newton Centre, 
Mass., well known 
to the jewelry 
trade throughout 
New England and 
New York State, 
has joined the 
sales organization 
of Church & Co., 
manufacturing 
jewelers of New- 
ark, N. J. Myr. 
Brooks has _ had 
over 20 years ex- 
perience in that 
territory, and will 
represent the 
Church line beginning April 1. 

q Through a misunderstanding, it was 
reported in a previous issue that Sol 
Arnow of Wolfsheim & Sachs, New 
York, had taken over the territory of 
Louisiana, Mississippi, Arkansas, Okla- 
homa and Texas for the company. Ac- 
tually, Mr. Arnow will cover only a por- 
tion of this area, since Samuel Mautner 
will continue to serve the same sections 
of the Southwest that he has had for the 
past quarter of a century. 

q Julius Jacobs, Jr., son of the president 
of D. Jacobs & Sons, Cincinnati, married 
Miss Katherine Rose Levy, March 21. 
Jacobs graduated with high honors at 
the University of Cincinnati last March, 
receiving the Beta Gamma Sigma key, 
an award for outstanding scholastic 
achievement in the business administra- 
tion course which he completed. Since 
graduation he has been traveling the 





A. H. BROOKS 





Ohio and Indiana circuit for the jewelry | 


company. 
> Out-of-town 


month included Charles Hartshorn, 
Krementz Co., Newark, N. J.; Connie 
Donahue, Adams Watch Co., New York; 


William Godfrey, Elgin National Watch | 
Co., Elgin, Ill.; William Pierpont, Ham- | 


ilton Watch Co.; Jake Davis, Pittsburgh 
diamond dealer; Phil Abrams, Louis 
Ratt, Chicago diamond man; Harold 
Gibson, New York watch importer, and 
Harry Hart, New York diamond man. 


Disposal of Stocks a Problem 
For Japanese Jewelers on Coast 


Facing evacuation, scores of Japanese 
jewelers in and around the West Coast 
are busily terminating their business 
affairs in preparation for a move inland. 
This exodus will be under supervision of 
the Army, the FBI and the Federal Re- 
serve Bank, since the latter is extending 
advisory aid to Japanese jewelers and 
other businessmen. 

‘A property problem department has 
been opened by the Pacific branches of the 
Federal Reserve Bank to protect evacu- 
ees from any unfair practices in the sale, 
lease or disposal of their property, and 
many. a Japanese merchant has_re- 
quested advice, since to sell “below cost” 
seems to run afoul of the state’s fair 
trade act, and may complicate the dis- 
posal of stock. 

From some Japanese jewelry stores 
and business houses stocks have been re- 


visitors who called on | 
the trade in Cincinnati during the past | 





moved. Shelves and counters are bare, 
the articles having been placed in boxes 
and barrels to remain in storage until 
the end of the war. Government authori- 
ties are endeavoring to have businesses 
disposed of in an orderly fashion, since 
they wish aliens to have personal funds 
that will enable them to subsist as long 
as possible on their own. Protection is 
being extended to Japanese jewelers and 
other businessmen by Government 
financiers, since there have been offers on 
the part of white residents to purchase 
businesses for as little as five cents on 
the dollar for invested capital. Some 
Japanese merchants have been able to 
sell their stocks back to wholesalers be- 
fore departure, but it is believed that 
this will not be practical in all cases. 








om 
eee 


Where to Buy 
AMERICAN 
China and Glass 











HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 





OLD WaTBRFORS 








THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORKCITY CHICAGO, ILL. 











ASTLETON CHINA 
"OE LUXE TABLEWARE 
for the 
4 FINE CHINA TRADE 
MADE IN AMERICA * MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 











Decorators of Fine Dinnerware. 
Service Plates. Satin, Gold and 
Encrusted Specialties. 


ATLAS CHINA CO., INC. 
27 W. 20th Street, New York 
CHelsea 2-1522 











LENOX CHINA 
SERVICE PLATES 


co 


DINNERWARE 
NOVELTIES 
LENOX Made in America 
LENOX, INC. Trenton, N. J. 








“CARENADE” CRYSTAL 


Stemware, Bowls, Vases, Perfume Bottles, 
and Smoking Accessories 


: 
Send for ilustrated Catalog 


ENRIGHT - LE CARBOULEC, INC. 
160 Fifth Ave. New York City 





CHelsea 2-5558 
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STANDARD 


and other standards of fineness maintained 


FINE GOLD PLATINUM 


lridium—Ruthenium—Rhodium—Osmium—Silver 
Platinum in all degrees of hardness 


Platinum and Gold Solders 
Stamped with the K & L guarantee of Quality 


K&L 


GOLD 






IS 999.75 PLUS 


in all our other metals 


PALLADIUM 














SWEEPS — FILINGS 


Even the 


Army March Step 


* "TIMED 


Accurate timing today is the watch-word in 
all Government and civilian activities. 
You, as a jeweler or watchmaker, can make 
a definite contribution to Defense effort 
through precision timing in the watches 
you repair and the new ones that you sell, 
—the kind of accuracy made possible 


through the aid of a WatchMaster. 


6 <.  e 
Warchs Master 













The WatchMaster prints 

a record in 30 seconds 

showing the 24-hour rate 

of any watch in any posi- 

tion—as well as the cause 
of any irregularity. 


American Time Products 


580 Fifth Ave. Inc. New York, N. Y. 


Distributors of Western Electric Watch-rate Recorders 





WE SOLICIT YOUR j Kastenhuber & Lehrfeld 


SCRAP GOLD AND | SMELTERS AND REFINERS 
sapiens 21 West 46th Street NEW YORK, N. Y. 















“THE PATHWAY TO SUCCESS” 














WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 
Dept. C Peoria, Ill. 





















Improved 
wAte.* OILS 


For years, the majority of users of 
watch and clock oils have preferred 
Nye’s. Now, due to world condi- 
tions, others are turning to Nye 
for assured supply, and are discov- [24 / 
ering the unvarying high quality 
that built such a loyal following. 
Nye Oil is an American product 
from ‘‘porpoise jaw to bottle’’. 
Ask your materials supplier for 
Nye Oil. 











































WATCH + BRACELET WATCH 
we CLOCK aw ELECTRIC CLOCK & 
OILS 









“MADE AMERICAN” SINCE 1844 AT 
NEW BEDFORD, MASS. 
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The ABC of Modern Engraving 


by WILLIAM KASSEL 


Chapter I—The Selection and Care of Engravers’ Tools 


ee if well done, is an art. Otherwise 
it’s just a means of keeping an article sold. En- 
graving should be something more than just a means 
of identification. It should be a mark of beautification, 
one that conforms with the design and contour of the 
article, and that should express the personality of the 
owner. Many articles of jewelry and silverware are 
purchased but once in a lifetime. Engraving lives the 
life of the article, perhaps to be handed down for gen- 
erations. When you're doing a job, keep this in mind. 
Your thoughts will show, for your heart will guide your 
hand. Strive for that, when you have attained it, you 
will be a better engraver, perhaps an artist. 

At the same time we must be practical, but it is pos- 
sible to be both practical and artistic, and in this series 
of articles the thought will be to strive for both. We 
shall try to give advice on the correct tools, their sharp- 
ening, the designing of various styles of letters and 
monograms, the layout and correct wording of inscrip- 
tions, the actual work of cutting, ideas in use for the 
simplification of jobs, and methods that are timesaving. 
The correct placing of the marking and the rules and 
reasons governing it, the making of prints and transfers, 
the keeping of records of size and style for future use, 
the removal of mistakes, scratches, and dents, together 
with refinishing methods will all be covered. 

An engraver’s tools are of first importance. They 
should be of the best grade, for although the best cost 
slightly more, the small difference in price is of no im- 
portance because of the fact that many are purchased 
only once in a lifetime. The most necessary tools are, 
gravers, a graver sharpener, oil stone and oil-marking 
stick, engravers wax, powder and brush, scissors, steel 
marker, burnisher, dividers, sand pad, lamp and engrav- 
ing block. There are other tools, but not so important, 
which will be named later on when their use is under 
consideration. 

The difference in cost between a good and a poor 
graver is only a few cents. A cheap graver is made 
from a poor grade of steel which does not hold the tem- 
per as fine steel does. Consequently instead of holding 
its point as a good one does, it keeps breaking. Each 
time the point breaks it means resharpening, and that’s 
a loss of time. Moreover, the oftener a tool breaks, 
the sooner it will wear down and need replacing, and 
when it breaks there is always the danger it will jab 
into your finger, or cause you to slip on the article. The 
better grade of gravers is always the cheaper in the 
long run. 

The tool most used is the square graver. It comes in 


FOR APRIL, 1942 








This begins the first chapter of “The ABC of Modern 
Engraving,” an up-to-date, practical and authoritative 
discussion of every phase of the subject, by William 
Kassel, author of “A Short Course in Engraving for 
Jewelers,” which was published some years ago by THE 
JEWELERS’ CIRCULAR-KEYSTONE. Future | instal- 
ments of the current work will give information on the 
elementary use of tools, the technic of cutting, laying out 
and placing the engraving, finishing operations, and the 
use of prints and transfers. Each installment in this 
series will be fully illustrated. 








a number of sizes and two styles, tapered (Fig. 1) and 
untapered square (Fig. 2.) It is advisable to have 
several of each style in different sizes, and to have them 
always sharpened ready for use, so that there will be 
no loss of time, stopping to sharpen a tool in the midst 


TAPER SQUARE GRAVERS 


\ Been 
Fig. | 


of a job. Use your idle time for this purpose. A variety 
of sizes should be kept on hand for flatware, for mono- 
grams of various styles and sizes, for the inside of rings, 
and other small script jobs. The tapered square graver 
is best for inside rings, smaller script and monograms, 
and is also better and faster for flatware. It has bal- 


SQUARE GRAVERS 
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Fig. 2 








ance, is not as awkward as a straight graver, and is less 
of an obstruction to the eye in watching the cut—an 
important point when working in difficult places, as 
inside a ring. It’s also possible to cut a finer line and a 
more graceful letter with it, and it is faster because it 
has more snap. For large letters and monograms or for 
working on hard metals, such as plate, brass or copper, 
the straight graver is best, although a heavy tapered 
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BELLEVUE 
“One of the Few 


Famous Hotels in 


AMERICA, 
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YOU CAN TELL WHERE IT . JUUNGUNCS. .. FOR THE NEW SEASON 
“yl? e@ §& * . .. hundreds of rooms and baths modernized 

@, Ordinary “glue-backed’’ price labels have Sant * .. abeautiful, new, eed air-conditioned 
Eat sti a ht Sane Rey eee BE com nm at 
leave no mark or paper on the. hindi. “a breakfast to late supper, featuring finest food, 
KUM-KLEEN labels. * air-conditioned restaurants. Unsurpassed facil- 
Stocked by all me Bg wholesalers. ities for comfort and the enjoyment of true 
a * Philadelphia hospitality. Reasonable rates. 


Need no moistening...Stick 
until peeled off... Leave no 
mark...Try them and you'll 
never go back to old-fashion- 
ed “glue-backed” labels. 


BELLEVUE-STRATFORD 27; 


IN PHILADELPHIA 


SELF-ADHESIVE 


PRICE-LABELS CLAUDE H. BENNETT, General Manager 
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profits during the years to come—take a tip from thousands 





NILES MICHIGAN 







of other wise merchants and install a new Kawneer Store 
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Pine Kawneer Company, Niles, Michigan. 


’ . . 
Front now! It's a safe, sound investment that will work for Renee eee Te PE cccr trace Frente. 





















you night and day. Get all the facts about Kawneer resil- IC-4 | 

ient construction. Check with your Kawneer distributor | Address | 
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tool may be used. Larger monograms and hard metals 
require more pressure behind the tool, and the more 
massive untapered graver is better able to stand this 
extra pressure. These two styles of gravers are suitable 
for all flat surface articles and for shallow bowls. 
Beyond a certain depth, however, the back of the 
hand or the handle of the graver will touch the side of 
the bowl, thus preventing the graver from making a 
clean ‘cut. It then becomes necessary to use a bent 
graver (Fig. 3). At least three such tools are needed, 
each with a slightly greater bend, in order to be able 


ro 
F 


Fig. 3—Single bend and double bend gravers 


to cut inside all types of bowls. Some articles such as 
bon-bon dishes and individual almond dishes, because 
of their small size and high edge are difficult to get into 
with a single bend, and have sufficient room to see. For 
such things, a double bend tool is needed. Three of 
these, each with a different degree of bend will prove 
useful. Such tools are not needed very often, but when 
they are, they’re indispensable, and therefore a good 
investment. 

The square graver is so named because it is a square 
bar of steel. Gravers are also made in other shapes, 
and an assortment of these is also desirable to have at 
hand for special uses. One is the tapered lozenge graver, 


LOZENGE GRAVERS 


2 2 = 2 6 7 8 


Fig. 4 


(Fig. 4), which differs from a square tool in that its 
face is diamond-shape instead of square. Such a tool 
cuts a narrower but slightly deeper cut. It is ideal for 
cross-shading. Two or three sizes of half round tools 
for making dots are needed, and as many widths of flat 
tools (Fig. 5) for squaring off the ends of block and old 
English letters. 

Another tool which is needed in a number of sizes 
is the liner. Liners are tools which have two or more 
lines grooved into the steel, so as to cut parallel lines 
in the metal with a single stroke. Liners (Fig. 6) come 
in different grades of fineness and in various widths. 
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The depth of the lines cut into the steel determines the 
grade of coarseness. The deeper lines are farther apart, 
have less lines to the same width tool, and will make 
a coarser cut. Number 6, which is the finest grade, is 


FLAT GRAVERS 
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Fig. 5 


the most used for all around work of the better kind. 
An assortment of widths, from two up to 12 or 14 lines 
is necessary for various sizes and kinds of work. For 
coffee spoons, a 4 or 5 line tool is used. Tea spoons, 
6 or 7—dessert sizes, 7 or 8—dinner sizes, 8 or 9 and 
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for large serving pieces and carving set, a 10 line. The 
small block letters such as are used for inscriptions on 
watches or cigarette cases require 3 or 4 lines, and for 
some things it is necessary to use a two liner as on the 
side of wedding rings. Large pieces like loving cups 
and plaques call for sizes anywhere from 6 to 14. 

Liners cut well only if bent and can be so ordered. 
(Fig. 7). The standard bend is rather high; and is 
difficult to cut with, unless you are accustomed to a high 
tool. This can be overcome by breaking off part of the 
bend, but it’s the bend you pay for and to avoid this 
waste it is wise to have tools of different degrees of 
bends. As a liner’s point breaks, the tool will need 


LINE GRAVERS CURVED 


Ta OY MOU A 








Fig. 7 


resharpening, this gradually cuts away the bend. There- 
fore it is wise to reorder liners as they wear down, so 
that you have a set with varying amounts of bend accord- 
ing to the wear they have had. On plain flat designs of 
flatware, cigarette cases, watches, etc.; some styles of 
block type cut easier and faster with a low bend liner. 
A medium bend is best for moderately curved surfaces, 
while a high bend is needed inside bowls and other hard 
to get at places. Most engravers prefer the single bend 
liner, though some like the double bend. The latter is 
a little more difficult to get accustomed to, but is a useful 
tool. 

Finally, it is desirable to have several sets of gravers 
—some for use on hard metals such as plated ware, brass 
and copper—and the others reserved for sterling and 
gold. The harder metals wear down the cutting edge 
of the graver more rapidly and so it is wise to keep a 
separate set or two for fine work on precious metals. 

(To be continued next month) 
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AST STRIKE—In a striking mantel clock that 

strikes much too fast, and the fan blades are opened 
out_as far as they will go, should we solder thin brass 
pieces to the blades, or is there anything else to do? 
(Question No. 5419.) L. D. 


Answer—Since the fan, if it is the original one, was 
designed to give the correct speed of striking, we sug- 
gest looking for some fault that would cause excessive 
speed, instead of adding area to the fan blades. Our 
guess at the most likely fault is that the spring that 
holds the blades with friction against the fan arbor, is 
too weak (allowing the arbor to slip as it turns), and 
should be bent or replaced to increase the friction. Or, 
if not this, it might be found that too strong a main- 
spring has been placed in the striking side of the clock. 


UZZING GONG—A mantel clock in mahogany case 

sometimes makes a buzzing sound—a nasty high- 
pitched tone—yet we cannot find anything wrong. It 
has cathedral gong; we have had these where the ham- 
mer sometimes lay too close, making the same kind of 
noise; but absolutely not in this clock. Had it back for 
examination three times; sounds all right when in our 
shop, but makes that sound sometimes in customer’s 
home. Can you suggest anything? (Question No. 5420.) 
D. O. 


Answer—Please bear in mind our handicap without 
having the clock to examine; we could feel surer of our 
ideas had we the job before us; but we will risk this 
guess: that there is occasional contact between lower 
end of rod bolted through bottom of clock and support- 
ing the, gong-base, and the mantel on which clock stands 
when at home. In fact we have a subscriber’s report of 
a case like yours. It was finally seen that the end of 
the gong-rod almost touched the mantel-top; the latter 
was warped, curved upward; sometimes dampness or 
temperature changes would heighten that curve, bring- 
ing the wood the slight distance upward to touch the 
gong-rod end; the vibrations of the gong and rod against 
the mantel top caused the buzzing sound only when the 
wood touched. The conditions in this case do seem rea- 
sonable for explaining yours. We believe this especially 
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since your question indicates that you would have de- 
tected any of the ordinary causes of jangling, such as 
loose parts in the clock; so that some more unusual 
cause has to be assumed. 


66 AS-DRIVEN” WATCH—A Swiss watch sales- 

man called at our store lately and claimed 
that watches as we know them will soon be a thing of 
the past. He said a watch has been invented that runs 
by gas instead of mainspring; never needs winding. Do 
you know anything about this? (Question No. 5421.) 
— 


Answer—Probably what the salesman was referring 
to was a report of a lecture recently given at Geneva, 
Switzerland, by J. L. Reuter, an engineer, who inci- 
dentally mentioned that a watch has been made, driven 
by pressure from a volatile liquid in a reservoir sur- 
rounding the movement. The lecture was reported in 
the October 1941 issue of Fédération Horlogére Suisse. 
But it is anyone’s guess whether such a device may 
prove practical; similar ideas have often reached an ex- 
perimental stage without coming into practical use. 


ELLULOID CRYSTALS—Do unbreakable watch 

crystals cause rust on steel hands? I have a watch 
on my rack that seems to show this effect. (Question 
No. 5422.) R. T. D. 


Answer—tThe earlier unbreakable crystals were 
made of celluloid, which could cause rust on steel. But 
these crystals as made today are made of plastic sub- 
stances that do not produce rust. Possibly the rust on 
the hands of the watch on your rack was caused by 
something else; not by the crystal, unless it is some 
years old, in which case it would also probably be very 
much discolored, as the earlier celluloid crystals were 
sure to become when old. 


USTED HAIRSPRINGS—I want a formula for 
a good solution for loosening rust on hairsprings. 
(Question No. 5423.) A. B. 


Answer—Ordinary kerosene—‘coal oil’—is about 
as good a liquid as can be used for the purpose men- 
tioned. 
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RILLING GLASS—Have fitted a crystal on an 

old watch, hunting case, with key-winding square 
in « hole in dial, but bezel not hinged. How can I drill 
a hole in the glass? (Question No. 5424.) T. D. 


Answer—Grind four flat faces on the end of a round 
file, meeting in a point to form a pyramid. Wet this 
with turpentine; rotate it with the fingers until the point 
has entered the glass deeply enough to remain in place. 
Now rotate the file by rolling it between the palms of 
your hands, in alternate directions. This will drill a 
hole quite rapidly, if kept well wetted with turpentine. 
But before the drill point has completely come through, 
turn the glass and complete the drilling from the other 
side. If the hole needs any enlarging, this may be done 
with the wet file, the same as for filing a hole in metal. 


ENTAL GOLD—About what average karat-fine- 

ness is the gold often brought in for sale as junk, 

in the form of fillings in human teeth? It is in pieces 

so small that it is inconvenient to test it in the usual way, 

so we thought we might estimate its karat on some other 
basis. (Question No. 5425.) B. N. 


Answer—Dental gold fillings—not gold bridge-work 
—are usually about 22 karat; this is the average 
fineness of the gold-leaf used for the type of fillings 
packed into tooth-cavities by means of the dentists’ 
mallet. The gold in these has a yellow color. More re- 
cently considerable dental filling work has been done 
by making a casting of lower-karat gold and cementing 
this into the cavity. This gold is rather darker in color 
than in gold-leaf malleable fillings. Dental bridge-work 
is also lower karat and darker color than gold-leaf fill- 
ings. Many buyers of old gold, who handle much of it, 
depend upon judgment based upon the above facts, in 
avoiding unnecessary work in testing dental gold. 


LIPPING TWEEZERS—Why do some of my 


tweezers slip in hairspring work; don’t hold the 


coil, which slips out fromthe tweezers easily. Tweezers . 


are stamped with maker’s name A. Dumont & Fils; 
bought with a lot of used tools so can’t send to dealer to 
make good. (Question No. 5426.) P. R. 


Answer—tThere are no finer tweezers than those 
made by Dumont; no doubt yours have been misused or 
worn, and simply need to have the points dressed to 
proper form. One other matter is to see to it that the 
rivets or other fastenings of the blades at upper end of 
tweezers are tight. For dressing the points, use a thin 
flat hard Arkansas oilstone slip. Press the points against 
the opposite sides of the slip; move the slip slowly to 
and fro; this will flatten the inside faces of the points, 
and will leave the faces so that they will touch at the 
points but diverge only slightly upward from the points. 
Dressed this way, the tweezers will grip a spring firmly 
without slipping. 


q.RRATIC TIMEKEEPING—We don’t often get 
stuck with a clock repair job; but have one now 

that has us puzzled. It is a weight regulator, no strike; 
dead beat escapement and pendulum. Sometimes it keeps 
time by the second, maybe for a day or so. But next 
day it might run many minutes fast. Nothing wrong, 
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that we can see. What could make it vary so much? 
(Question No. 5427.) Y., Inc. 


Answer—The cause that seems most likely to be 
found, for the erratic timekeeping, would be a somewhat 
loose fit of one of the train wheels, or less likely the 
escape wheel, on its arbor. This would sometimes hold, 
when the clock is keeping time; and when the clock runs 
fast that would be due to temporary slippage of a wheel 
on its arbor. When that happens, the train, back to and 
including the center arbor, would run fast, which would 
be registered on the dial while the pendulum and es- 
capement would be running apparently normally. The 
remedy will be of course to tighten the loose wheel on 
its arbor. 


LD CLOCK—A customer brought in an old shelf 

clock with a printed label inside the case, with 
name Jerome Mfg. Co., New Haven, Conn. Can you 
tell us how old the clock is, and whether it is valuable? 
(Question No. 5428.) L. K. 


Answer—Chauncey Jerome moved his clock manu- 
facturing business from Bristol, Conn., to New Haven, 
Conn., in 1844, and later organized a stock company 
to continue the business under the corporate name of 
Jerome Mfg. Co., in 1850. -This concern failed and 
went out of business in 1855. Jerome wrote a history 
of the clock business in which he blamed P. T. Barnum, 
the great showman, for the failure of the Jerome Mfg. 
Co., through an arrangement by which Jerome claimed 
that his company was unjustly made responsible for 
debts incurred by Barnum in a previous clock manufac- 
turing venture. After the failure, Jerome unsuccessfully 
tried to resume manufacturing. He died in 1860. From 
the above history, it is seen that your customer's clock 
was made between 1850 and 1855, and is between 86 
and 91 years old. There are so many of these Jerome 
Mfg. Co. clocks in existence that they are not particu- 
larly valuable. Most of them sell at from about $5 
to $20 each, unless one happens to be unusually fine as 
to design and decoration of the case; a few seem to have 
been specially made, more elaborate in the features of 
the case than the average of the product. 


IVOT POLISHING—For years I have used laps 
made of solid block tin for polishing large surfaces 

with pivot polisher; been rough-casting them, then turn- 
ing to finish with slide rest. But I cannot now buy the 
tin in bars, due to war rulings. What other metal would 
you recommend in place of tin? (Question No. 5429.) 


B. D. 


Answer—Bronze or “bell-metal” would not only be 
a good substitute for block tin for rotary polisher laps, 
but we consider it in one way really better; it produces 
as good a polish, and besides is harder; keeps its shape 
and surface condition better. While there are priority 
regulations on the metals composing bronze, articles 
made of bronze can be found in the scrap-pile of most 
any brass-foundry; there are such shops in nearly all 
towns; we believe you could have_a local foundry melt 
bronze and cast it into a rod, out of which you could 
turn laps; or have them rough-turned in a machine shop 
and then finish them with the same tools you use for the 
tin laps. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional word 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations. 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 

Jewelers’ Circular-Keystone 


100 E. 42nd St., New York 


Situations Wanted 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





SALESMAN seeking connection with im- 
porters of fine watches for best retail 
stores. Address “J., 1609,” care Jewel- 
ers’ Circular-Keystone. 





JEWELER, engraver and stone setter, 
with experience of 20 years; out of 
draft age. Address “L., 1611,’ care 
Jewelers’ Circular-Keystone 


CAN YOU USE a chain store manager, 
a go-getter; last employment paid him 
$5,000 plus. Address “E., 1667,” care 
Jewelers’ Circular-Keystone. 








YOUNG LADY, complete knowledge «nd 
experience handling and selling dia- 
mond jewelry, etc., desires connection 
with reputable concern. Address “F., 
1487,” care Jewelers’ Circular-Keystone. 


FIRST CLASS jewelry jobber, stone set- 
ter and engraver, over 30 years’ ex- 
perience; best references. Address “B., 
— care Jewelers’ Circular-Key- 
stone. 


JEWELER-SETTER first class; experi- 
enced designing; permanent; Middle 
West preferred; state wage; confiden- 
tial. Address “D., 1580,” care Jewelers’ 
Circular-Keystone. 


JEWELRY SALESLADY,~ experienced, 
desires to locate in Cleveland; capable 
of taking care of any detail in store or 
office. Address “L., 1676,” care Jewel- 
ers’ Circular-Keystone. 











SALESMAN, well known in trade, has 
sold fine platinum jewelry also gold 
and platinum watch bracelets and gold 
novelties. Alex. V. Denniston, 300 W. 
17th St., New York City. 





DESIGNER, stylist, smart costume jewel- 
ry; quality line of processed plastics, 
other media, with proved successful 
market. Address “P., 1693,” care 
Jewelers’ Circular-Keystone. 





EXPERT watchmaker and light jewelry 
repairman, Gentile, desires position 
with reliable establishment; 15 years’ 
experience; draft exempt. Address “Y., 
1604,” care Jewelers’ Circular-Keystone. 





SNGRAVER, desires position; high class 
store only; 20 years’ experience; fine 
inscriptions, monograms, trophies, etc. ; 
no trade shop. Address “C. W. W., 
1663,’ care Jewelers’ Circular-Keystone. 


CERTIFIED watchmaker, Bowman 
trained; head watchmaker experience 
in one of the South’s finest stores; ex- 
cellent references; age 34; Protestant; 
married; $55 per week. Address “M.,, 
1649,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, FIRST CLASS, experi- 
enced and capable, combination man; 
ability to estimate profitably ; good ap- 
pearance and personality; just above 
draft age; must be permanent. Address 
“J., 1689,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, 30 years’ experience 
close timing, proper adjustment, all 
makes of watches; good references; 
wishes position with reliable firm; New 
York or vicinity; salary $50. Address 
“B., 1626,” care Jewelers’ Circular- 
Keystone. 





MARRIED MAN _ wants position as 
watchmaker; 10 years’ experience; 
Bradley trained; not subject to military 
service; available at once. Address ‘‘S., 
1657,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, can do plain engraving 
and stone setting; at the bench over 25 
years; best of habits and references; 
salary $50 per week. Address “K., 
1647,” care Jewelers’ Circular-Keystone. 


JEWELRY DESIGNER, sample maker 
of rings, mountings ano wedding rings, 
for casting or tool work, able to create, 
desires New York City or Newark 
position. Address “B., 1247,” care 
Jewelers’ Circular-Keystone. 








EXPERIENCED WATCH repairer, close 
timing, all sizes; honest, industrious; 
American, middle aged; $40; refer- 
ences; tools; excellent generally. ‘“‘Op- 
tico,” care General Delivery, Salem, 
Mass. 





YOUNG MAN, 28, married, at present 
employed by large jobber, desirous of 
making change; experienced buying, 
selling, shipping and stock clerk. Ad- 
dress “V., 1658,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN, 26, deferred, neat appear- 
ing, seven years’ experience in credit 
and retail jewelry business; excellent 
references; New York or vicinity. Ad- 
dress “‘B., 1681,’ care Jewelers’ Circu- 
lar-Keystone. 





PERSONALITY, experience, exceptional 
selling ability and prime of life quali- 
fies this man for prominent store, op- 
erating highest class installment man- 
ner. Address “T., 1702,” care Jewelers’ 
Circular-Keystone. 


WATCHMAKER, clock and jewelry ~e- 
pairman; expert on Swiss watches, 
Bowman graduate; 20 years’ experi- 
ence; best of references; North pre- 
ferred. Address “W., 1659,” care Jewel- 
ers’ Circular-Keystone. 








DESIGNER, smart, exciting innovations, 
for silver costume jewelry; designs for 
complete line; new departure in de- 
signing; patriotic subjects with new 
angle. Address “R., 1694,’”’ care Jewel- 
ers’ Circular-Keystone. 


SALESMAN, CREDIT or cash, retail 
jewelry store; age 36, married; 15 
years’ experience; available immedi- 
ately; industrious worker; excellent 
references. Address “A., 1680,” care 
Jewelers’ Circular-Keystone. 








OVER $100,000 additional business an- 
nually awaits reputable retail organiza- 
tion acquiring this prolific salesman; 
familiar most successful installment 
methods; reference. Address “C., 1682,” 
care Jewelers’ Circular-Keystone. 








CREDIT jewelry salesman, manager, 
promoter, strong closer, good experi- 
ence large chain; 31; college educa- 
tion; draft deferred; accept job any- 
where; salary moderate. Address ‘“C., 
1579,” care Jewelers’ Circular-Keystone. 


WATCHMAKER, age 37, married, neat 
appearing, sober, dependable; recent 
Bowman graduate; South or South- 
west preferred ; in first letter state con- 
ditions, salary. Address “E., 1638,” 
eare Jewelers’ Circular-Keystone. 





MANAGER, A-1 salesman; competent; 
18 years’ experience in the _ credit 
jewelry business; capable of taking 
full charge; now employed, desires 
change; excellent references. Address 
“F., 1685,” care Jewelers’ Circular- 
Keystone. 








SALESMAN, retail, Christian, desires 
permanent position with reliable con- 
cern; also estimator of watch and 
jewelry repairs; 25 years’ experience; 
thorough; at present employed. Ad- 
dress “M., 1591,” care Jewelers’ Circu- 
laur-Keystone. 





VERY CAPABLE Swiss and R. R. 
watchmaker; more than 20 years’ ex- 
perience in high grade watch repair- 
ing; prefer watch work only; salary 
or commission; good references. Ad- 
dress “H., 1671,’ care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER, 21 YEARS’ experience 
on railroad and smallest wrist watches ; 
fast and good worker; age 45; citizen, 
28 years in this country; desires posi- 
tion at the bench only; salary $45. 
Alex Ciechanski, 1812 Hamilton St., 
New Castle, Pa. 








SALESMAN, traveling Pennsylvania, 
New York, Ohio, Michigan and Indiana, 
calling on jewelry jobbers and retailers, 
seeks connection with manufacturer 
who can handle large volume of busi- 
ness. Address ‘“A., 1574,” care Jewel- 
ers’ Circular-Keystone. 





MANAGER, SALESMAN, intensive credit 
store experience; thorough knowledge 
merchandising, promotions, advertising, 
displays, collections, repair estimating, 
etc.; immediate satisfactory results as- 
sured. Address “A., 1661,’ care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, young man, draft ex- 
empt, ordinary run watchwork, some 
jewelry repairing, ring sizing; tools for 
watchwork only; no clockwork; $35 
per week; state hours and working 
conditions. Address “A., 1634,” care 
Jewelers’ Circular-Keystone. 





IDUCATED young man, several lan- 
guages, two years’ watchmaker’s 
school, some experience, would like to 
develop into first class mechanic in ex- 
cellent repair department; preference, 
New York. Address “Y., 1707,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER desires position with 
house desiring factory workmanship 
and production, that will win con- 
fidence; no small proposition con- 
sidered; equipped shop, no trade; full 
charge only. Address “Y., 1660,” care 
Jewelers’ Circular-Keystone. 


A-1 WATCHMAKER, engraver, sales- 
man; manage repair department; rail- 
road experience; best of references; 
family ; unquestionable habits ; good ap- 
pearance and _ personality; excellent 
estimator. Address “G., 1669,’ care 
Jewelers’ Circular-Keystone. 








CREDIT MANAGER, married, now em- 
ployed by very successful individuals ; 
excellent references as to character and 
ability; interested only in working for 
reputable concern; minimum = salary 
$75 weekly. Address “B., 1606,” care 
Jewelers’ Circular-Keystone. 
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OPTICIAN available, 28, married, draft 
deferred; now doing finely with Caro- 
lina credit jewelers, seeks return to 
native New England; sells jewelry 
and cameras; best references from 
present employer. Address “K., 1590,” 
eare Jewelers’ Circular-Keystone. 





— 


MANAGER, real executive, 20 years’ ex- 
perience, complete charge credits, col- 
lections, advertising, window display, 
merchandising, promotions; excellent 
salesman, now in Ohio, desires change ; 
married, age 46. Address “D., 1666,” 
care Jewelers’ Circular-Keystone. 





FAST, accurate watchmaker, small, com- 
plicated and R. R. grader; take in re- 


pairs; first bench; no drinker; no 
active military duty; family; wages 
$60 to $70 week; good reference from 


present employer. Address “C., 1711,” 
care Jewelers’ Circular-Keystone. 





EXPERT ENGRAVER, all around man, 
also hub-die and enamel cutting, carv- 
ing; congenial, hard worker; compe- 
tent, experienced, trustworthy, good 
habits; samples and references; fine 
store and shop experience. Address “T., 
1597,” care Jewelers’ Circular-Keystone. 





EXECUTIVE type, efficient 
buyer, with excellent connections; 
years’ of experience in sales promo- 
tions, credits and delinquent collections 
and reorganization work; moderate 
drawing plus_ bonus. Address “K., 
1720,” care Jewelers’ Circular-Keystone. 





POSITION as manager credit’ store 
wanted by man, 38 years of age, single, 
possessing 23 years’ experience in 
jewelry field and thoroughly acquainted 
with every phase and operation of re- 
tail credit jewelry store. Address “P., 
1696,” care Jewelers’ Circular-Keystone. 





IDEAL MANAGER for modern credit 
store handling exceptionally large 
volume; of clean character; enviable 
experience; salary first year $7800. 
Address “G., 1686,” care Jewelers’ 


Circular-Keystone. 


manager-- 





WHICH diamond cutting plant will 
take intelligent young man as ap- 
prentice? Good eyesight; very handy, 
came four years ago from abroad. 
Address “R., 1697,” care Jewelers’ 


Cireular-Keystone. 





FIRST CLASS watchmaker desires posi- 
tion with a firm where close timing and 
production is required on baguettes, 
Swiss complicated and railroad watches; 
25 years’ experience, foreign and Amer- 
ican; recommendations furnished. Ad- 
dress “J., 1305,” care Jewelers’ Circu- 
lar-Keystone. 


STAR SALESMAN on diamonds and 
watches for reputable jewelry store; 
Southern California preferred; $100 
weekly; perennial production abso- 
lutely guaranteed. Address “B., 
1623,” care Jewelers’ Circular-Key- 
stone. 


MANAGER, 20 years’ diversified jewel- 
ry store experience, 1] years in ex- 
ecutive capacity, age 44, Gentile; 
good habits and appearance; mar- 
ried, draft exempt; references. Ad- 
dress “B., 1637,” care Jewelers’ Cir- 
cular-Keystone. 








WATCHMAKE 2, plain engraver, intel- 
ligent estimator; selling ability both in 
sales, service; reliable, neat, married, 
draft exempt; 37 years old; Elgin 
trained, handle R. R. inspection all 
grades watches, desires position rep- 
utable house; credit houses’ save 
stamps. Address “F., 1640,” care 
Jewelers’ Circular-Keystone. 





THOROUGHLY experienced, capable 
jewelry man; knows every phase; A-1 
salesman; 24 years buying for and 
managing jewelry businesses, both 
small and large, up to $875,000 year; 
familiar modern methods, store prac- 
tice; experienced advertising, layout 
man; go anywhere; investigate. Ad- 
dress “B., 1439,” care Jewelers’ Circu- 
lar-Keystone. 





SEEKING sales opening with well estab- 
lished manufacturer; 35 years old; 
single; deferred from military service; 
ambitious, sincere co-worker; 16 years’ 
experience better wholesale jewelry and 
watches; traveled throughout East 
Coast and Midwest area; salary and 
commission; excellent references. Ad- 
dress “S., 1596,” care Jewelers’ Circu- 
lar-Keystone. 


CREDIT STORE, manager-buyer, now 
employed, desires change; familiar 
with modern instailment methods of 
operating ; good recommendations ; cap- 
able of taking complete charge of buy- 
ing, sales, credits and collections, crea- 
tive window trimmer and original ideas 
on promotional work and advertising 
layouts. Address “H., 1644,” care 
Jewelers’ Circular-Keystone 








DIAMOND and watch salesman of un- 
usual ability, 25 years’ sound experi- 
ence, now employed, thoroughly com- 
petent every phase credit . jewelry 
business; can take full charge to every 
detail; 10 years with last employer; 
for personal reasons only desire new, 
permanent connection; salary $100 
week to start. Address “C., 1627,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, certified, 13 years’ on 
position adjusting, seven years with 
well known author of adjusting and 
hairspring books; repair and position 
adjusting departments in well known 
concerns; one and a half years on spe- 
cial government contract watches and 


laboratory research; go anywhere 
Eastern United States. Address “M., 
1612,” care Jewelers’ Circular-Key- 
stone. 





REPAIR CLERK, age 58, now actively 
employed as combination bench and 
counterman; 40 years’ practical ex- 
perience repairing, estimating, selling; 
wishes charge of repair department 
with no actual benchwork requirements. 
Address “V., 1476,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER AND SALESMAN, cap- 
able of taking complete charge of all 
repairing, selling and management of 
store; now employed; married; Protes- 
tant and over draft age; references; 
state salary; East preferred. Address 
“K., 1691,” care Jewelers’ Circular- 
Keystone. 





ATTORNEY (45), long active practice, 
thoroughly familiar with credits, col- 
lections, tax ‘and compensation, alert 
and resourceful, desires full time posi- 
tion in appropriate capacity with com- 
mercial house, at about $40; highest 
references. Address “C., 1664,’ care 
Jewelers’ Circular-Keystone. 





MAN 40, married, would like to make 
connection with retail store or jewelry 
department as manager or buyer; 20 
years’ experience handling fine mer- 
chandise; capable of grading. dia- 
monds; thoroughly familiar with mod- 
ern and antique silver and china; can 
estimate jewelry and watch repair; 
prefer Florida or Georgia, but go any- 
where; can furnish excellent references 
as to character and capability. Address 
“V., 1601,” care Jewelers’ Circular- 
Keystone. 


SWISS WATCHMAKER, highly skilled, 
Switzerland trained, better than aver- 





age workman, one who can make a. 


reputation for fine watch service, de- 
sires position with well established 
reputable firm; 22 years’ experience in 
repairing, timing, hairspring and bal- 
ance work, regardless of make of 
watch; intelligent estimator; good 
. personality and neat appearance for 
meeting public in service or sales; 
capable of managing department; age 
37: Gentile; married; draft exempt; 
salary or commission. Address “K., 
1675,” care Jewelers’ Circular-Keystone. 





YOUNG LADY, 14 years’ experience, in- 
telligent, capable, assume charge order, 
service, complaint department in watch, 
costume jewelry, gift concerns; Elliott- 
Fisher billing, stock, perpetual inven- 
tories, cables, foreign records, receiv- 
ing, checking merchandise and invoices, 
prices; assist in purchasing merchan- 
aise, control catalog orders and con- 
tracts, showroom and counter selling; 
assist manager where system and ef- 
ficiency are desired; volume detail 
worker, retentive memory, pleasant 
telephone voice, personality, seeks re- 
sponsible position. Address “D., 1712,” 
care Jewelers’ Circular-Keystone. 


Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SALESMAN now covering West Coast, 
has finest internationally advertised 
line for jewelry trade; seeks new line 
of watch cases, straps or other side 
lines from firms of repute. Address 
“W., 1603,” care Jewelers’ Circular- 
Keystone. 








Side Lines. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








SALESMAN wanted for Middle West 
only, to carry manufacturer’s side line 
of ladies’ gold ring sets, fancy stone 
_rings, also men’s stone rings; in reply- 
ing state experience. Address “N., 
1650,” care Jewelers’ Circular-Keystone. 





SALESMEN with good following among 
wholesalers, to represent manufacturer 
of popular line of leather watch straps; 
write stating experience, lines you 
carry and territory covered. Address 
“C., 1636,” care Jewelers’ Circular- 
Keystone. F 





SALESMAN wanted New England terri- 
tory for factory side line of men’s and 
ladies’ gold rings, composed of regula- 
tion and new modernistic designs ; state 
experience and references in replying. 
Address “P., 1651,” care Jewelers’ Cir- 
cular-Keystone. 





ALESMAN for Southern and New En- 
gland States with following among the 
better retail jewelers, to carry gold 
filled and sterling silver jewelry and 
watch attachments; commission basis ; 
full particylars and references in re- 
plying. Address “G., 1713,” care Jewel- 
ers’ Circular-Keystone. 


wa 








Help Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, first class watchmaker, high 
grade work; write full particulars, ex- 
perience, salary, etc. J. Jessop & Sons, 
San Diego, Calif. 

JEWELER and stone setter for trade 
shop; give all information in_ first 
letter; Schaefer’s, 21 Kresge Bldg., 
Cedar Rapids, Iowa. 








WANTED, watchmaker and engraver for 
bench work only; give full particulars 
and salary expected in first letter. Box 
128, Petersburg, Va. 





WANTED, jeweler and engraver, capable 
of setting diamonds; position perma- 
nent. Address “J., 1719,” care Jewel- 
ers’ Circular-Keystone. 

WATCHMAKER, permanent position, 
good working conditions; salary 
$50; State age and experienge. 
Ray Jewelry Co., Rome, Ga. 


(Continued on page 136) 
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(Continued from page 135) 


WANTED, combination salesman and en- 
graver to take charge of front credit 
jewelry store, established 30 years; re- 
modeling now, will have opening April 
1. Address “R., 1594,’ care Jewelers’ 
Circular-Keystone. 





HELP WANTED—Continued 





EXPERT watch material clerk; state 
age, experience and salary expected; 
good opportunity. Address “O., 1692,’ 
eare Jewelers’ Circular-Keystone. 





WANTED, watchmaker and engraver; 
steady job; state salary expected and 
give reference in first letter. C. F. 
Lauterbach’s Sons, Petersburg, Va 





FIRST CLASS watchmaker for trade 
work; salary $40 for 40 hours, time 
and a half for overtime. United Mfg. 
Jewelers, Quincy Bldg., Denver, Colo. 





WATCHMAKER, permanent position, 
good working conditions, in the South; 
state age, experience, salary expected 
and send_ references. Address “D., 
1445,” care Jewelers’ Circular-Keystone. 





YOUNG LADY some experience in imita- 
tion and synthetic stones, to work at 
counter in stone house. Call, Alfred 
LaFrantz, 91% Canal St., New York 
City. 





WANTED, Jeweler for repairing and 
special order work, one who can do 
some stone setting; permanent posi- 
a Chas. F. Damm, Inc., Buffalo, 





EXPERIENCED retail jewelry salesman 
and window trimmer; willing worker; 
state age, experience and salary ex- 
pected. Milo R. Williams, 114 S. Main 
St., Butler, Pa. 





JEWELER wanted on mountings, hand 
made and cast; $1 per hour to start; 
when replying give full information. 
Address “R., 1655,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, expert watchmaker; perma- 
nent position for good man; give refer- 
ences and state salary expected. Write 
to M. J. Kittredge, Inc., 164 Main St., 
Northampton, Mass. 





FIRST CLASS jeweler and setter, in 
large Ohio city; steady position; state 
wages desired, full information first 
letter. Address “L., 1648,” care Jewel- 
ers’ Circular-Keystone. 





WANTED, watchmaker, jeweler and en- 
graver; good reference;’ sober and 
draft exempt; good salary; Southwest 
Virginia. Address “G. R., 1584,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER and engraver wanted, 
combination man, at once; permanent; 
good salary, pleasant surrounding; give 
qualifications, references, age, first 
letter. Jay N. Cranford, Moultrie, Ga. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,’ care Jewelers’ Cir- 
cular-Keystone. 





JEWELER WANTED who is able to do 
his own stone setting; must be a first 
class mechanic and come highly recom- 
mended ; $1 per hour to start. Address 
“T., 1656,” care Jewelers’ Circular- 
Keystone. 


POLISHER, fast, efficient on all types 
jewelry repair work for large Southern 
trade shop; salary $1 hour up, accord- 
ing to ability; permanent job. Address 
“A., 1622,” care Jewelers’ Circular- 
Keystone. 


WATCHMAKER wanted, must be relia- 
ble, with established place, to take out 
work from jewelry store, located in 
Times Square Section New York. Ad- 
dress “H., 1587,” care Jewelers’ Cir- 
cular-Keystone. 











WATCHMAKER wanted; 
position, 
Massachusetts; state age, references, 
qualifications and salary required. Ad- 
dress Frank Laine, Jeweler, 667 Han- 
cock St., Quincy, Mass. 


ENGRAVER, lettering on jewelry, for 
. Middle South; must be fast; good 
salary, Xmas bonus, Summer vacation, 
permanent position; submit samples. 
Address “Circular 1322,” Room 1415, 
Heyworth Bldg., Chicago. 


SETTER, 


permanent 








man capable of setting any 
type stone, especially diamonds, for 
large Southern trade shop; salary $1 
hour up, according to ability; perma- 
nent job. Address “Y., 1621,” care 
Jewelers’ Circular-Keystone. 


WANTED first class watchmaker for the 
South; must be good on railroad and 
bracelet watches; permanent job for 
the right man; send references and 
state salary. Address “E., 1581,” care 
Jewelers’ Circular-Keystone. 


JEWELER, capable of handling any type 
of jewelry repair work for large South- 
ern trade shop; salary from $1 per 
hour up, depending on ability; perma- 
nent job. Address “V., 1620,” care 
Jewelers’ Circular-Keystone. 


WANTED SECOND watchmaker; three 
years’ experience or more preferred, 
but could use a person who is learning 
and wants instruction; salary accord- 
ing to ability. Address “M., 1677,” care 
Jewelers’ Circular-Keystone. 


OPPORTUNITY for aggressive jewelry 
men with outlook for their future, with 
growing Baltimore credit jeweler ; write 
age, experience, qualifications, salary, 
registration. Address “J., 1645,” care 
Jewelers’ Circular-Keystone. 


ENGRAVER, capable of handling any 
type of work for South’s largest trade 
shop: straight salary or commission: 
excellent opportunity for a good man: 
permanent job. Address “S., 1619,” 
eare Jewelers’ Circular-Keystone. 




















YOUNG MAN, retail experience, novelty 
jewelry preferred; excellent opportu- 
nity for an alert, aggressive salesman ; 
location New York City; please state 
age, salary, etc. Address “E., 1632,” 
eare Jewelers’ Circular-Keystone. 





WANTED, watchmaker, benchman; good 
working conditions: permanent  posi- 
tion, $45 per week to start; state .ge, 
ability and experience first letter;  .or- 
respondence confidential. Write, Adam 
H. Bolender, Box 214, Rockford, Il. 


WATCHMAKER, permanent position, 
first class man, ideal working con- 
ditions; state age and experience, 
salary expected. Fink’s Jewelers, 
Roanoke, Va. 


ASSISTANT to foreman; preference 
given to good jeweler, age 30 to 35 
years; experienced in handling special 
orders; good salary with oppo’tunities 
for advancement; replies held in 
strictest confidence. Address “G., 1452,” 
care Jewelers’ Circular-Keystone. 


SOUTHWEST’S leading trade shop has 
permanent position for jeweler who 
can do special order work and repair- 
ing: give details and salary expected 
in first letter. Orkin Jewelry Manufac- 
turing Co., Southland Life Bldg., Dallas, 
Texas. 


SALESMEN wanted; to buy English and 
American box chronometers with or 
without box, running or broken: pay- 
ing liberal profits; also substantial re- 
ward for chronometer leads. Address 
“D., 1624,’ care Jewelers’ Circular- 
Keystone. 


COMBINATION watchmaker, engraver, 
stone setter and general repair man; 
should be good on clocks; Rocky Moun- 
tain area, close to Yellowstone Park; 
finest country in America; write with 
full details and salary wanted. Koppe 
Jewelry Co., Billings, Mont. 

















good working conditions in. 


/ 





RING MANUFACTURER desires two 
capable men for Midwestern and South- 
ern territory to carry manufacturer's 
line of rings on ® commission basis; 
prefer men living in respective terri- 
tories. Address “B., 1708,” care Jewel- 
ers’ Circular-Keystone. 





EXPERIENCED engraver and jeweler, 
or watchmaker and engraver; steady 
position; state age, experience and 
salary. Green’s Jewelry Store, Potts- 
ville, Pa. : 





WANTED watchmaker, high grade 
man; air-conditioned store, ideal 
working conditions; $45 to $50 
weekly; give full particulars; city of 
30,000. Polan’s, Ashland, Ky. 





WATCHMAKER, must be A-1 man, cap- 
able of full charge; excellent opportu- 
nity ; permanent, pleasant working con- 
ditions; write immediately, stating age, 
qualifications and salary expected; 
location near Chicago. Address “H., 
1714,” care Jewelers’ Circular-Keystone. 





SALESMEN wanted calling on jewelers, 
department stores and specialty shops, 
for smart, outstanding line costume 
jewelry; for action, turnover, liberal 
commissions opportunity, write fully, 
state territory covered. Address “W.., 
1706,” care Jewelers’ Circular-Keystone. 


WATCHMAKER; permanent position; 
good working conditions; excellent 
opportunity; $45 to $50 per week; 
state age and experience. Address 
“K., 819,” care Jewelers’ Circular- 
Keystone. 


FOREMAN, experienced, with knowl- 
edge of manufacturing a line of 
sterling silver hollowware; good 
proposition to right party. Address 
“A., 1716,” care Jewelers’ Circular- 
Keystone. 


SALESMEN WANTED; we have open- 
ings for live wire men; must have good 
following to represent a well known 
Swiss watch and jewelry line; several 
territories open ; commission with draw- 
ing account; experienced men _ need 
only apply. Address “B., 2922,” care 
Jewelers’ Circular-Keystone. 


WANTED, EXPERIENCED credit jewel- 
ry salesman, experienced in every 
phase, advertising, window trimming; 
opening in North Carolina reliable con- 
cern; good opportunity for right man; 
give references, age, salary expected in 
first letter. Address “H., 1688,’’ care 
Jewelers’ Circular-Keystone. 


GOOD POSITION for manufacturing 
jeweler; prefer one who does stone 
setting and engraving; good salary, 
permanent position with good future 
for right man. Write M. W. Davis 
Co., Jewelers, LasVegas, Nev. 


A FIRST CLASS jeweler wanted with 
factory experience, able to assist as 
working foreman, for a medium sized 
shop; $45 per week and bonus; give in- 
formation in first letter, married or 
single, experience and where in the 
past employed. Address “O., 1654,” 
care Jewelers’ Circular-Keystone. 


SALESMEN wanted; Southwest, Middle 
West and Eastern territories open for 
men with established following among 
department stores, jewelry and gift 
shops, to sell exclusively styled line of 
costume and sterling silver jewelry: 
commission basis. Address “N., 1592,” 
care Jewelers’ Circular-Keystone. 


























EXPERT watch inspector for assistant 
department head in large Midwest 
organization ; prefer middle-age man 
with neat appearance and good edu- 
cation; must be draft exempt; write 
full particulars of qualifications; en- 
close photo. Address “A., 1605,” 
eare Jewelers’ Circular-Keystone. 
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HELP WANTED—Continued 








WATCHMAKER WANTED, high grade 
all around workman, capable of han- 
dling a business if necessary; have a 
high grade repair trade at better than 
ordinary prices; have a very profitable 
proposition to offer one seeking an op- 
portunity for the future in one of the 
most opportune spots in America today. 
Address “V., 1703,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMEN by leading manufacturer of 
costume jewelry; experienced men 
resident in the territory; line sells to 
department stores, jewelers, specialty 
shops, gift shops; attractive commis- 
sions, monthly settlements; no objec- 
tion to other lines; several important 
territories open; write fully stating 
territory, references. Address a 
1585,” care Jewelers’ Circular-Keystone. 





MANUFACTURER of an exceptional 
line of gold ladies’ rings and wed- 
ding rings, mountings and mounted, 
also platinum ring line wants rep- 
resentative for the Middlewest; no 
objection to non-conflicting side 
line; all replies confidential. Ad- 
dress “D., 1683,” care Jewelers’ 
Circular-Keystone. 





SALESMAN wanted for line of pearls, 
rosaries, hand wrought sterling silver 
for territories in South; also for terri- 
tories west of Mississippi River; must 
be resident in territory and have fol- 
lowing with jewelers, stores, gift and 
specialty shops in both cities and 
towns; commission; no objection to an 
additional line; write stating territory, 
experience, references. Address “P., 
1593,” care Jewelers’ Circular-Keystone. 





WANTED, experienced watchmaker 
capable of assuming complete 
charge of repair department; must 
be neat appearing and pleasant dis- 
position; starting salary $50 week- 
ly;. opportunity for advancement; 
write complete details, references 
and recent photo in first letter to 
Jack Gerson, Your Jeweler, 200 E. 
Washington St., New Castle, Pa. 





LEARN watchmaking, engraving, 
jewelry repairing, diamond setting; 
constant demand for our graduates; 
complete, thorough, practical, in- 
tensive job-training in today’s 
methods on actual work; start any 
time, moderate tuition. Write for 
Free Book and learn how to get this 
Master Training. Chicago School of 
Watchmaking, 641 Ashland Block, 
Chicago, Ill. 


DIAMOND SETTER, engraver, jewel- 
er; permanent position guaranteed 
for expert combination man; small 
modern shop; ideal working condi- 
tions, good future; not interested in 
boozers or floaters; only dependable 
and efficient producers need apply 
for this “top-notch” job; full par- 
ticulars and salary expected to start, 
first letter. Address “M., 1337,” 


eare Jewelers’ Circular-Keystone. 


WELL KNOWN manufacturer of an 
extensive line of the better kind of 
platinum and gold mounted and 
semi-mounted rings and wedding 
rings, modern diamond watches, at- 
tachments and other salable items 
wants representatives; must have 
good retail following; open terri- 
tory; have no objection to non- 
conflicting side line; all replies con- 
fidential. Address “E., 1684,” care 
Jewelers’ Circular-Keystone. 











AIRCRAFT instrument technicians 
needed urgently; watchmakers’ experi- 
ence in precision work especially valua- 
ble when combined with necessary 
special instrument training; production 
of huge number of fighting planes 
opening up hundreds of good-paying, 
permanent Civil Service instrument 
positions at Army and Navy aircraft 
maintenance depots; Civil Service Com- 
mission allows our six months training 
as your complete substitution for the 
two years’ actual instrument experience 
usually required; aircraft plants, air- 
lines and instrument manufacturers, 
also, are reserving our graduates for 
months ahead; get complete informa- 
tion on this interesting lifetime pro- 
fession. Write, American School of 
Aircraft Instruments, Dept. J-4, 3903 
San Fernando Road, Glendale, Calif. 








For Pate. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








MSTABLISHED 30 years, doing good 
business ; urgent reasons. W. A. 
Whitely, 8216 Oak St., New Orleans, 
La. 





JEWELRY SHOP, small, complete, North 
light, private office W. 47th St., New 
York City. Address “G., 1643,” care 
Jewelers’ Circular-Keystone. 





FOR SALE, retail jewelry store; fast 
growing town, Hempstead, N. Y.; re- 
quires very little cash. Address “R., 
1617,” care Jewelers’ Circular-Key- 
stone. 





FOR SALE my jewelry shop, stock and 
fixtures; good outfit, good location; 
making $250 month; good _ reasons. 
Dave Lambert, 927 Scott Ave., Wichita 
Falls, Tex. 





WELL ESTABLISHED jewelry store, 
complete, low rent; small, busy city 
up state New York; very reasonable. 
Write, A. Rancier, 95 E. Bridge St., 
Oswego, N. Y. 





FOR SALE JEWELRY store and factory 
in Reading, Pa.; owner deceased ; same 
location 25 years; will sell stock, store 
fixtures and machinery. Lester S. 
Reitz, 716 Washington St., Reading, Pa. 





FOR SALE, with stock, small jewelry 
store of good reputation, established in 
Queens for 10 years; real opportunity 
for capable watchmaker. Address “P., 
1616,” care Jewelers’ Circular-Key- 
stone. 





FOR SALE, high class watch repair busi- 
ness, financial section, New York City: 
established 25 years; illness cause for 
selling; first class watchmaker only. 
Address “J., 1673,” care Jewelers’ Cir- 
cular-Keystone. 





JEWELRY STORE in State of Wiscon- 
sin; fine fixtures and clean stock; can 
be reduced to $7,000; fixtures can be 
purchased separately; owner wishes fo 
retire. Address “F., 1582,” care Jewel- 
ers’ Circular-Keystone. 





IF YOU HAVE about $20,000 and want 
a fully equipped jewelry store, nice up 
to date stock, plenty of watches and 
diamonds, more repairs than one man 
can do; good pay rolls (not a bubble) ; 
healthful climate; all the business I 
want, but a younger man could double ; 
no competition; Southwest; don’t write 
unless you mean business. Address “N., 
1614,” Care Jewelers’ Circular-Keystone. 


COMPLETE jewelery store, for sale in 
town close to one of the largest 
camps in the South; doing nice vol- 
ume; inventory clean and up-to-date, 
including large stock of nationally 
advertised watches, etc.; location ex- 
cellent; rent reasonable; good rea- 
son for selling. Address “S., 1698,” 


care Jewelers’ Circular-Keystone. 








FOR SALE, fully equipped jewelry 
store located on main corner, two 
major military camps six miles from 
city; must sell due to failing health; 
$12,000 will handle; write or wire. 
Chas. E. Goldsmith, 3801 Main St., 
Riverside, Calif. 





FOR SALE, old established jewelry 
store in city of 25,000; reason for 
selling, owner’s son drafted; owner 
wishes to retire; business establish- 
ed 46 years in Southern city; largest 
store in 100 miles; two army camps 
as well as best trading section in 
state; stock about $30,000; will 
lease building and fixtures or will 
sell fixtures; all modern; no hard 
stock, all clean merchandise bought 
at right price; sales promoters and 
auctioneers need not write. Address 
“O., 1615,”’ care Jewelers’ Circular- 
Keystone. 








For Sale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





THREE fine jewelry show cases in solid 
walnut, completely wired, with storage 
shelves beneath glass enclosed display 
space; in excellent condition. Olga 
gaan” 589 Madison Ave., New York 
sity. 


CLOSE-OUT 20 glass shades. (oval, 
round, -cover clocks, statues, silver 
cups; mostly imported) ; genuine Tiger 
claws, Elk teeth for jewelry emblems. 
on 989 Gates Ave., Brooklyn, 

a 








WATCH CLEANING solution; three gal- 
lons for less than the price of one: 
send $1 for our three gallon package; 
contains no cyanide, no animal fats or 
acids; cleans jewelry and watches to 
a sparkling shine; so cheap you can 
use it to clean clocks: satisfaction 
guaranteed or money refunded. Apex 
Products Co., 214 E. Fayette St., Syra- 
cuse, N. Y. 


CUSTOM-MADE jewelers’ price cards 
with your name on every card and 
the prices you want; our cards have 
become famous throughout the 
United States because of their mag- 
netic power to attract customers to 
your store; they are made of the 
finest stock; conservative and dig- 
nified in appearance, fit for the best 
jewelry stores; write for samples 
now. Dauer Printing Co., America’s 
Leading Price Card Manufacturers, 
Printers, designers, engravers, 31 E. 
22nd St., New York City. 











Business Opportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone.. 


GORDON BROS., cash buyers, com- 
plete or surplus stocks purchased 
for highest cash prices; see our dis- 
play advertisement on page 97. 








(Continued on page 138) 
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(Continued from page 137) 


BUSINESS OPPORTUNITIES— 
Continued 








SALESMAN wishes to invest $5,000 with 
firm manufacturing goods for fine 
jewelers. Address ‘“K., 1610,” care 
Jewelers’ Circular-Keystone. 


HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold; 35 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 


DISCOUNT and auction sales con- 
ducted for legitimate jewelers if you 
need cash; write or wire A. E. 
Gates, Room 817, 366 Fifth Ave., 
New York City. 


HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 


DIAMONDS, colored. stones, watches, 
jewelry, and silverware; highest prices 
paid upon your approval of my quota- 
tions; established 1921. William E. 
—" 15 Maiden Lane, New York 
ity. 

















M. HARRIS, auctioneer, 1337 Fteley 
Ave., New York; I guarantee a profit- 
able sale, no stock is too high grade 
for me to sell at a profit; sales con- 
ducted on commission basis, anywhere ; 
write or wire if interested; best of ref- 
erences. 


COLMES Bros.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 


GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; 
bank and trade references of the high- 
est character. Write 37 Maiden Lane, 
1 aaa Telephone Bowling Green 
- ol. 











FLOYD I. EDWARDS personally di- 
rected liquidation or promotional 
sales for dependable jewelers; cash 
bond posted if desired; bona fide 
reference from Coast to Coast; all 
correspondence strictly confidential. 
17 Palmer St., Gowanda, N. Y. 


JACK M. WERST will pay you spot 
eash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton. Ohio. 

ACTIVE partnership or position wanted 
by high class watchmaker with ‘ sub- 
stantial capital; four years’ training 
in watchmaking; thoroughly experi- 
enced ; executive abilities; college grad- 
uate; excellent references; all cor- 
respondence confidential. Address “D., 
a care Jewelers’ Circular-Key- 
stone. 








Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WATCHMAKERS’ lathes in good condi- 
tion, chucks, motors, etc. Manna Bros., 
1142 Sixth Ave., New York City. 





WANTED, New Century engraving ma- 
chine in good order; give lowest cash 
price and particulars. Address “V., 
1507,” care Jewelers’ Circular-Keystone. 





WANTED; Wanner’s, 516 Broadway, 
Paducah, Ky., will pay retail price for 
eight Rendezvous ice tea spoons, by 
Oneida Company; send C. O. D. 





WANTED USED _ chronometers, also 
watchmakers’ lathes and tools; state 
make and price. Linick, Green & Reed, 
Inc., 29 E. Madison St., Chicago, Il. 





CREDIT STORE manager wishes to pur- 
chase half interest in going business or 
will buy small unit store. Address “F., 
1668,” care Jewelers’ Circular-Key- 
stone. 





WANTED, high grade cabinet model dust 
collector with large double hood, with 
or without polishing motor; give full 
particulars and price. Chas Ort, Gar- 
rett, Ind. 





ISNGLISH, American chronometers or 
chronometer watches bought; also re- 
pairing, reconditioning and parts made. 
Roth Bros. Chronometer Co., 104 E 
23rd St., New York City. 





WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etce.; give full 
details. Linick, Green & Reed, Inc., 29 
E. Madison St., Chicago, Ill. 





CHRONOMETERS, boxed type, English 
or domestic, also marine sextants; ad- 
vise condition, make and asking price; 
prompt action and good valuation. Ad- 
dress “F., 1495,” care Jewelers’ Circu- 
lar-Keystone. 


WE WANT to buy a Howard Street 
clock with two dials, about 15 feet 
high. Write, Charles N. Hancher Co., 
Wheeling, W. Va. Send photograph 


and price. 


ENGLISH and American box chronom- 
eters with or without box, running 
or broken; due war conditions pay- 
ing new higher prices; wanted 
agents, pay liberal profits; also sub- 
stantial reward for chronometer 
leads. Address “C., 1607,” care 
Jewelers’ Circular-Keystone. 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








TO LET, light room, $35 per month: two 
windows, water, gas. Johnston, 38 W. 
48th St., New York City. 





DESIRABLE space to rent, reasonable 
suitable for watchmaker or engraver ; 
north light. Viemeister, 12 John St., 
New York City. 


DESIRABLE SPACE, North light, suit- 
able for watchmaker, lapidary, jewelry 
designer or allied trade. 64 W. 48th 
St., Room 1407, New York City. 

DIAMOND OFFICE on Fifth Ave., New 
York; full equipment, safes, desks, 
ete., for sale. Address ‘“‘Reasonable 
Rent, 1669,” care Jewelers’ Circular- 
Keystone. 








Watch Mork, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additicnal words, 5 cents a word 


EXPERT MECHANIC on all sizes and 
makes; prices reasonable; quick ser- 
vice. Paul Schemichen, 1278 Halsey 
St., Brooklyn, N. Y. 


RELIABLE WATCH repairing for the 
trade since 1921; efficient, dependable ; 
mail service. Standard Watch Service, 
146 Fifth Ave., New York City. 





CAREFUL, honest, watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York. Phone 
Bryant 9-5065. 








HIGH GRADE watch repairing for the 
trade at moderate prices; out of town 
accounts solicited; established, since 
1913. B. Marinoff, 170 Broadway, New 
York, N. Y. 





A-1 WATCHMAKER wishes to take out 
homework from importer, or retail 
store; reasonable prices; a trial will 
convince you. For further information 
Address “S., 1695,” care Jewelers’ Cir- 
cular-Keystone. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 





SPECIALIZE in making any part for 
plain or complicated fine watches; ma- 
terial for high grade Swiss watches; 
also high grade watch repairing ; mem- 
ber of Horological Institute of Amer- 
ica, Washington, D. C., and Horologi- 
cal Society of New York. M. Aschen- 
dorf, 11 John St., New York. 


Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY AND WATCH repairing: 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 


Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








LEARN WATCH repairing by doing it; 
thorough training under expert in- 
structors. For information write Stand- 
ard Watchmakers Institute, 1841 
Broadway, New York City. 





LEARN jewelry designing by correspon- 
dence; private lessons could be ar- 
ranged; further information upon re- 
quest. C. A. Jakobb, 31 W. 47th St., 
New York City. 





WATCHMAKERS; increase your ability 


Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 


Information Wanted 


Minimum Charge (25 words $1.50) 
Additional words, 5 cents a word 





IF Milton Harold Gilbert, formerly 
Kansas City, Tulsa, Okla., and Okla- 
homa City, or any of his friends see this 
ad, please communicate with “J., 1588,” 
care Jewelers’ Circular-Keystone. It is 
for his interest. 
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From A to Z (amethyst and apatite to 
zircon) the 200 and more jewelers who 
attended the American Gem _ Society’s 
conclaves last month at Philadelphia and 
Chicago garnered useful and profitable 
knowledge, thanks to fact-filled two-day 
programs and upwards of eight hours 
practice with gem-testing and gem- 
grading instruments at each conclave. 

The first conclave, March 16 and 17 
at the Adelphia Hotel, Philadelphia, at- 
tracted students, registered jewelers and 
Certified Gemologists from 14 states, the 
District of Columbia and Canada; the 
second, March 16-17 at the Stevens Hotel, 
Chicago, had a representation from 18 
states and Canada. Eliminating the 
overlapping in territory, between them 
the conclaves drew from 26 states, be- 
sides Washington, D. C., and _ the 
Dominion. 

Carleton G. Broer, C.G., of the Broer- 
Freeman Co., Toledo, was elected chair- 
man of the international committee, suc- 
ceeding John Kennard, C.G., of Hodg- 
son Kennard & Co., Boston, at the com- 
mittee’s annual meeting in Chicago. 
Members attending were C. I. Joseph- 
son, Jr., C.G., Moline, vice-chairman; 
Robert H. Bromberg of Bromberg & 
Co., Birmingham, acting secretary; Wil- 
liam H. Schwanke, of Schwanke Kasten 
Co., Milwaukee; E. M. Allen of Birks, 
Ellis, Ryrie, Toronto; Nolte Ament, 
€.G., of Geiger & Ament, Louisville; 
Edward F. Herschede, C.G., of Frank 
Herschede Co., Cincinnati; Percy K. 
Loud, of Wright, Kay & Co., Detroit; 
Charles D. Peacock III, of C. D. Pea- 
cock Co., Chicago, and Mr. Broer. 

A school of intensive tutoring was 
conducted during six days in connection 
with each conclave for the benefit of 
men who, chiefly for lack of time, had 
fallen back in their study for the Regis- 
tered Jeweler title. Richard T. Liddi- 
coat, GIA director of education, con- 
ducted these classes. Those who won 
the title at Philadelphia were Raymond 
Brenner, Youngstown, Ohio; A. Lester 
Sauter, Philadelphia; Samuel Scudder, 
Jr., Youngstown, N. Y.; Charles F. 
Lauterbach, Petersburg, Va.; Harry 
George of Keller & George, Charlottes- 
ville, Va.; Leo Henebry of Henebry & 
Son, Roanoke, Va., and Robert Tyack 
of Frank Tyack & Son, Reading, Pa. 
Names of those who passed the examina- 
tions at Chicago were not available when 
‘this issue went to press. 


‘National Conclave in 1943 


Sentiment was strong for holding one 
national conclave in the spring of 1943 
‘in possibly Cleveland or Pittsburgh, in- 
stead of the central and eastern divi- 
‘sional meetings which have been held 
‘for six and five years, respectively. 

The eastern division elected a new set 
of officers, H. Victor Paul, C.G., of Wiss 
‘Sons, Inc., Newark, succeeding J. Lovell 
Baker, C.G., of Montreal, as president; 
William S. Preston of F. J. Preston & 
‘Sons, Inc., Burlington, Vt., vice-presi- 
dent, succeeding Juell M. Bie, C.G., of 
Brooklyn; Oscar Kind, Jr., C. G., of S. 
Kind & Sons, Philadelphia, secretary, 
succeeding Harold Seburn, of S. Kirk & 
-Sons, Baltimore, and Herman Page, of 
Henebry & Son, Roanoke, Va., treasurer, 
succeeding A. Ronald Reed, Providence. 

The speakers, subjects, educational 
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Pians for Associate Membership, Open to Many Firms, 
Considered at Two Well-Attended A.C.S. Conclaves 








facilities and problems were largely the 
same at both conclaves, at each of which 
C.G.’s and members of international 
committees met one day before the gen- 
eral meetings for talks and demonstra- 
tions by Dr. Edward Wigglesworth, Mr. 
Liddicoat, Robert M. Shipley, president 
of the GIA, and Jerome Wiss, C.G., of 
Wiss Sons, Inc., Newark. The petro- 
graphic microscope was discussed at 
Philadelphia by Dr. Samuel Gordon and 
at Chicago by Dr. Chester B. Slauson. 


AGS Must Be Self-Supporting 


And at both conclaves it was empha- 
sized that the Gemological Institute of 
America can no longer pay the costs of 
the American Gem Society and that the 
guilds of the latter henceforth must con- 
trive their self-support with a sliding 
scale of dues proposed to range from 
$7.50 for stores with an annual volume 
of less than $25,000 to $42.50 for stores 
with yearly sales of more than $300,000, 
these sums to be paid by firms employ- 
ing Registered Jewelers and by whole- 
sale houses employing graduate members 
of AGS. 

This program, it was said, would ex- 
pand the American Gem Society’s pres- 
ent income by $7,500. 


Plan Associate Membership 


The Philadelphia’ meeting approved a 
plan for admitting any reputable retail 
jeweler into “associate membership” in 
the American Gem Society, provided he 
subscribes to AGS ethical standards. 
Such a: jeweler. could advertise: “Asso- 
ciate Member, American Gem Society,” 
use advertising material furnished by 
AGS, and send members of his staff to 
guild study meetings. 

Arthur W. Muller, C.G., of J. R. Wood 
& Sons, described the progress of U. S. 
diamond-cutting at both meetings (see 
pages 66 and 68 for excerpts), and M. E. 
Vedder, C.G., of Traub Mfg. Co., De- 
troit, described how to check diamond 
proportions. At Chicago, Paul C. Reitz 
discussed pearls. 

Recent developments in diamond grad- 
ing were outlined at Philadelphia by 
Mr. Bie and at Chicago by Mr. Broer, 
both telling particularly of the use of 
the diamolite, which has been developed 
by the Gemological Institute and made 
available to members. This device was 
described in Jewerers’ Crrcurar - Key- 
sTONE of May, 1941. 

Mr. Liddicoat told of new develop- 
ments in synthetics. He showed micro- 
photographs of a new synthetic corundum 
which it is understood is now being made 
in Europe, and which contains angular 
inclusions instead of curved forms. 

Mr. Liddicoat also spoke of the work 
that has been done in the United States 
in the development of synthetic corun- 
dum manufacture on this side, and 
showed specimens of American boules in 
both white and a good ruby color. He 
concluded his talk with a brief reference 
to the plastic imitation stones which heave 
been used to some extent to replace the 
glass imitations formerly imported from 
Europe. 

The day after the Philadelphia con- 
clave, many stayed over to visit the 
Academy of Natural Sciences and Ful- 
mer & Gibbons’ manufacturing plant. 
At Chicago about 75 took an extra day 
to see the Field Museum exhibits. 
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12-13 


12-13 


12-13 
12-14 


19-20 


19-20 


APRIL 


Jewelers Vigilance Com- 
mittee, annual meeting, 
24 Karat Club, New York, 
2 p.m. 

New Mexico R. J. A. Con- 
vention, Clovis Hotel, 
Clovis. 

Nebraska R. J. A. Conven- 
tion, Hotel Lincoln, Lin- 
coln, Neb. 

Arkansas R. J. A. Conven- 
tion, Little Rock. 
Minnesota R. J. A. Con- 
vention, Hotel Nicollet, 
Minneapolis. 

Missouri R. J. A. and 
Horological Association of 
Missouri Joint Conven- 
tion, Hotel Missouri, Jef- 
ferson City. 

Oklahoma R. J. A. Con- 
vention, Hotel Skirvin, 


Oklahoma City. 


22 Massachusetts and Rhode 


26 


26-27 
26-27 
27-28 


3-4 


Island R.J.A. Convention, 
Parker House, Boston. 
Tennessee Watchmakers 
and Jewelers Association 
Convention, Nashville. 
Georgia R. J. A. Conven- 
tion, Valdosta. 

South Carolina R. J. A. 
Convention, Columbia. 
Virginia - North Carolina 
R. J. A. Convention, John 
Marshall Hotel, Rich- 


mond, Va. 


MAY 


Maryland - Delaware - Dis- 
trict of Columbia Jewel- 
ers’ Association Conven- 
tion, Emerson Hotel, Bal- 
timore. 

Kansas R. J. A. Conven- 
tion. 


3-4-5 Florida R. J. A. conven- 


4-5 
6 


10-11 


10-11 


10-12 
11-12 


17-19 


17-19 
24 


tion, Orlando. 

Wisconsin R. J. A., Green 
Bay. 

National Jewelers Fire In- 
surance Co., annual meet- 
ing, Northland Hotel, 
Green Bay, Wis. 

South Carolina R. J. A. 
convention, Columbia. 
Washington R. J. A. con- 
vention, New Washington 
Hotel, Seattle. 

Michigan R. J. A., Hotel 
Pantlind, Grand Rapids. 
Illinois R. J. A. Conven- 
tion, Belleville Hotel, 
Belleville. 

United Horological Asso- 
ciation Convention, Mor- 
rison Hotel, Chicago. 

New York State R. J. A. 
Convention, Rochester. 
Westchester Association of 
Jewelers, reception and 
dinner dance, Glen Island 
Casino, Pelham, N. Y. 


JUNE 


30-July 1 New Hampshire R. J. 


A. convention, Mt. Wash- 
ington Hotel, Bretton 
Woods. 
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HELPS FOR "KEEPSAKE" RING DEALERS 


Pg Se os ee 





The new keepsake ring display is colorful 


One of the features of the spring 
merchandising program for Keepsake 
diamond rings is the attractive, traffic- 
stopping window display shown in the 
accompanying picture. 

It consists of a large colored photo- 
graph of a lovely bride, between two 
mirror side pieces with etched designs. 
The ring platform, in rich pastel colors, 
holds the boxes of Keepsake diamond 
rings. 

Other features of the spring program 
include an illuminated window and show 
case display, newspaper mats, radio 
transcriptions, movie trailers, bus cards, 
counter cards and a counter pad mer- 


chandiser with a_ visual. presentation 
which is one of the high points of the 
Keepsake sales-building system. 
Seventeen national consumer maga- 
zines including Life, Saturday Evening 
Post and Good Housekeeping are being 
used in the current advertising cam- 
paign. Thirty-three insertions are being 
used, of which 13 are in‘color. In each 
advertisement is a coupon offering the 
famous Keepsake book, “Etiquette of 
the Engagement and Wedding,” and the 
resulting inquiries are turned over to 
the Keepsake dealers in the territory 
from which they come. Current coupon 
returns are exceeding all records. 





New Ronson Book For Consumers 


Under the title, “How To Get The 
Most Out Of Your Lighter,” Ronson has 
just issued a handy little book which, 
while aimed primarily at the consumer, 
should also be of practical assistance to 
retailers and their sales people. 

With simple words and generous use 
of illustrations, owners are shown when 
and how to re-fuel. re-flint and care for 
not only Ronson’s but practically all 
makes of lighters. The thought behind 
the book is, of course, that if people are 
helped to obtain satisfactory service 
from their lighters, they will stay sold 
on the lighter idea, continue to use them, 
buy new ones, and in the meanwhile, 
continue as customers for flints and fuel. 

Retail sales people, too, will find the 
book useful because the information 
that it gives qualifies them to give in- 
telligent advice and guidance to the cus- 
tomer. 

Because of the necessity for conserv- 
ing paper under present-day conditions, 
Ronson is not distributing the book 
broadcast nor supplying quantities for 
stores to place upon counters. The firm 
is, however, featuring it in their con- 
sumer advertising which includes a 
coupon for requesting the book which is 
then sent free. Dealers and their sales 
people, of course, will also be sent copies 
upon request, without charge. 
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New Display for Kreisler Straps 


WAICH 5 


The new watch strap display fixture 
shown above, is now being distributed 
by Jacques Kreisler Mfg. Corp., through 
its salesmen. 

The unit is made of a deeply em- 
bossed, plastic material and measures 
14% by 18 inches. Smartly designed 
animals, representing the genuine 
leathers from which the straps are made, 
are embossed and hand-colored against 
a background of neutral gray, to set off 
the tones of the various leathers. The 
display is so constructed that it can 
either stand or be hung on the wall. 

It is being given free, the jeweler pay- 
ing only for the dozen straps attached 
to it. 





Treasury Cites Watch Manufacturers 
For Helping Defense Bond Sale 


The United States Treasury Depart- 
ment has cited the Bulova Watch Co. 
and the Gruen Watch Co. for dis- 
tinguished services in radio promotion 
in behalf of the national defense savings 
program. 

Both companies ever since Pearl Har- 
bor, have devoted a large share of their 
radio broadcasts to promoting the sale 
of Defense Savings Bonds, and both are 
scheduling many more such broadcasts 
for 1942. 

In recogntion of the value of this con- 
tribution to the Defense Bond Cam- 
paign, Secretary of the Treasury Mor- 
genthau awarded, on Feb. 20, the trea- 
sury’s official citation for distinguished 
services, to both Gruen and Bulova. 


Honolulu Charities Get Lampl Check 


When .Walter Lampl brought out his 
new “Remember Pearl Harbor” pin 
shortly after that infamous Sunday, he 
pledged himself to donate a percentage 
of all its sales + the United Welfare 
Fund (Community Chest) of Honolulu, 
to help toward relieving the individual 
hardships caused by the treacherous and 
destructive attack. 

The first of the checks that are to be 
sent each month for the Fund’s share of 
the previous month’s sales, was deliv- 


ered on February 24 to C. R. Hemen- 
way, president of the Welfare Fund by 
Archie E. Starcher of Detor Jewelers, 
Lampl’s representative in Honolulu. It 
was for the substantial amount of 
$1630.80 and more is to come. A gracious 
letter of acknowledgment and thanks 
from Mr. Hemenway has just been re- 
ceived by Walter Lampl, together with 
the accompanying photograph of the 
presentation ceremony. Mr. Hemenway 
is at the left, and Mr. Starcher at the 
right. 


New Croton Watch Folder 


Croton Watch Co., New York, has 
just issued a striking two-color folder 
illustrating eight of its leading water- 
proof watch models, including the new 
Aquamatic with large sweep second 
hand. This is designed for use by 
jewelers and consumers alike, and any 
jeweler who hasn’t received one can get 
one by making a written request. 

Despite the uncertainty of conditions in 
the watch industry, Croton continues na- 
tional advertising for its waterproof 
watches in the Saturday Evening Post, 
Esquire, Our Army and other leading 
periodicals. 
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Longines Olympic Timers 
Wi!l Time Pan-American Games 





The committee in charge of the Pan- 
American Games has notified Longines- 
Wittnauer of its decision to use Lon- 
gines Olympic timers exclusively for all 
events. The games, which will replace 
the cancelled 1940 Olympics, are to be 
held in Buenos Aires, Nov. 21 to Dec. 
6, 1942, and all 21 nations of the 
Americas have been invited to send 
teams. 

Longines Olympic timers were de- 
signed for use for the 1940 Olympics 
which were originally scheduled to be 
held in Tokio, and were selected by the 
Olympic Games Committee after both 
observatory tests and field trials. 

John Heinmuller, Longines - Witt- 
nauer’s president, who had _ worked 
closely with the Olympic Committee in 
developing the specifications for the 
timers had the entire supply which had 
been made for the Olympics transferred 
to New York, and during the past year 
they have been loaned for use in im- 
portant championship track, swimming, 
and crew events, where they have es- 
tablished an enviable reputation for 
accuracy. Each of these watches is in- 
dividually tested by the Neuchatel Gov- 
ernment Observatory, and carries its 
own bulletin showing a variation of less 
than 4/100 of a second plus or minus at 
approximately 10 second intervals from 
zero to 30 minutes in both vertical and 
horizontal positions. 

Longines Olympic timers have a 10 
beat escapement with an unusually large 
balance wheel. The second hand makes 
one revolution in 30 seconds, each sec- 
ond being individually numbered. The 
watches are of a continuous running 
type, and even on runs of 12 hours or 
more, show a rate equal to that of any 
timepieces of their size. 


Oneida Net Profit for Year, $606,985 


Audited report of Oneida, Ltd., silver- 
ware manufacturers, for the year ended 
January 31, 1942, showed a net profit of 
$606,985 after depreciation, income and 
excess profit taxes, reserve judgments, 
and bonus to employes of $245,000. 
After dividends on preferred stock, this 
was equal to $2.22 a share on common, 
compared with a net profit of $613,121 
or $2.24 a common share in the preced- 
ing year. 

Louis Wayland-Smith, treasurer, re- 
ported that after payment of dividends 
of 75 cents a share on common stock 
$290,513 was added to earned surplus, 
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and said the directors thought it inad- 
visable to pay an extra common divi- 
dend in January, as had been done in 
several recent years, because of uncer- 
tainties involved in the large scale con- 
version from regular business to war 
production, and the heavy demand on 
the company’s cash resources, caused by 
necessary large increases in inventories, 
which now include substantial quantities 
of war materials. 

Pierrepont B. Noyes, president, spoke 
of sizable war contracts now held by the 
company, some of which are in full pro- 
duction, and favorable prospects of fur- 
ther expansion in that field. 

Miles E. Robertson, general manager, 
referred to the shortage of nickel, cop- 
per, zinc and stainless steel, all critical 
war materials used in the company’s 
regular products. He said carbon steel 
base metal will be substituted in produc- 
ing some unbranded tableware, includ- 
ing considerable quantities for the Gov- 
ernment, and that the company will 
manufacture sterling silver during the 
current year. 


New Prince Gardner Plant 





Prince Gardner, St. Louis, will soon 
have a new home for its famous Invisible 
Stitch billfolds shown in the architect’s 
drawing above. The new building, twice 
as large as present quarters, will have 
a frame of heavy timbers, Prince Gard- 
ner having cheerfully given up, because 
of war needs for steel, the reinforced 
steel construction that ordinarily would 
have been used. A recreation room for 
employes is included in the plans and 
the shape of the lot makes possible bad- 
minton courts and plenty of room for 
horse shoes. Jf necessity arises, the 
many windows in both office and factory 
can be quickly blacked-out. 


Elgin Shows Larger Profit 


The 77th annual report of Elgin Na- 
tional Watch Co., made public this 
month by President T. Albert Potter, 
shows net profit of $1,550,721.10 for the 
year ended Dec. 31, 1941, after deduc- 
tion of Federal income and excess profits 
taxes. This is equivalent to $3.87 per 
share and compares with net profit of 
$1,540,149.20 or $3.85 per share for the 
year 1940. Gross profits from opera- 
tion for 1941 amounted to $3,778,633.28 
as compared with $2,495,228.43 for 1940, 
after providing for depreciation. 

The increase, according to Mr. Potter 
is accounted for by increased sales of 
regular civilian watches. “Government 
orders for the year were a_ negligible 
factor in arriving at the year’s profits,” 
Mr. Potter said. “We all must realize,” 
he added, “that watches for civilian use 
are going to be materially curtailed and 
that the coming year’s operations will 
reflect to a very large degree the suc- 
cess of our conversion to war work as 
watch production for civilian use 
diminishes. We shall do whatever may 
be necessary to fully -utilize our plant 
for the needs of our country.” 





"Bree-Z" Linen Watch Bands 
Now Available to Match Uniforms 


Cowen Bros., New York, prominent 
manufacturers of wrist watch bands are 
now putting out their “Bree-z line in 
colors to match all Army, Navy, Marine 
Corps and Air Corps uniforms—khaki, 
olive drab and blue as well as the con- 
ventional white, gray and tan. To help 
dealers in bringing these appropriate 
new colors to the attention of service 
men and their friends, Cowen Bros. are 
supplying the display fixture pictured 





New unit for displaying "Bree-Z" bands 


herewith on which an assortment of three 
different tones can be shown simultane- 
ously. 

“Bree-z” watch bands are made of 
washable genuine Irish linen dyed in fast 
colors. They are of one piece design, 
the strap being threaded through the 
lugs of the watch and under the case, 
next to the wrist thus avoiding loops 
that might tear or pull out. They retail 
in sets of three for one dollar. 


Heller-Hope Makes Important 
Purchase 


Purchase by Heller-Hope Co., Inc., 
has been announced of the entire stock 
of genuine whole and half pearls of Hil- 
pert & Trabinger. Also included in the 
purchase were a series of large genuine 
crystal balls—said to be very fine speci- 
mens. Long one of the trade’s leading 
dealers in precious and semi-precious 
stones, Heller-Hope Co., Inc., are at 2 
W. 46th St., New York City. Hilpert & 
Trabinger were for many years at 15 
Maiden Lane. 


Gemex Moving to New Plant 


The general office and some of the 
manufacturing departments of the Gemex 
Co., watch attachment manufacturers, 
have now been moved from the old lo- 
cation in Newark to the new and larger 
factory in Union, N. J., which Gemex 
has just built. Remaining departments 
will be transferred to the new plant as 
rapidly as possible, so that all operations 
will very shortly be concentrated there. 
The new address, to which all com- 
munications should be addressed here- 
after, is 1200 Commerce Ave., Union, 
Union County, N. J. 
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Gruen Starts House Organ 
For Its Retail Dealers 


The new Gruen house organ 


Under the title “Gruen Time,” the 
Gruen Watch Co. has just brought out 
the first issue of a new company maga- 
zine for its dealers. Its purpose, says 
the foreword by President Benjamin S. 
Katz, is “to cement further the fine re- 
lationship between you as a _ jeweler, 
whose good will we consider our great- 
est asset, and ourselves as manufac- 
turers.” 

Features of the first issue in addition 
to Mr. Katz’ message include an ex- 
cellent article by W. Bayard Okie on 
window display methods for the retail 
jeweler (reprinted elsewhere in_ this 
issue), a discussion of current style 
trends by Vice-President Joseph Kane, 
a fashion review by June Hamilton 
Rhodes, and an interview with Eliot P. 
Hirschberg, vice-president of Finlay- 
Straus, New York, in addition to news 
and publicity about Gruen’s dealer helps 
and national advertising campaign. 

The magazine, which is sixteen pages 
pocket size, is to be issued every other 
month and sent to all Gruen dealers. It 
is edited by Howard L. Nations, for- 


HOWARD L. NATIONS 
Editor of ‘Gruen Time” 


mer newspaperman who has recently 
joined Gruen’s advertising department 
as editor of its house organs and gen- 
eral publicist. 

Mr. Nations, 29, a native of Dalton, 
Ga., went ‘» Gruen from the copy desk 
of The Cincianati Post. Formerly he 
was with the Lousiville Courier-Journal 
and served the old Chattanooga News as 
city editor and sports editor. He was 
educated at the University of Tennessee. 
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Jewelry Display Manufacturer 
Trains Girls for War Production 


Some surprising products, these days, 
are coming out of factories whose 
normal peace-time goods are so far re- 


moved from the making of implements | 


of war that it seems almost inconceiv- 
able that they should be able to give any 
direct help in the production of military 
needs. 

Such a one is the Arrow Mfg. Co., Jer- 
sey City, whose business, before Pearl 
Harbor made production for war the 
first consideration of American indus- 
try, was the creation of decorative boxes 
and displays for the jewelry trade. 
From window displays to tools for turn- 
ing out rifles, and pistols is a far cry, 
but Arrow has done it. Deft fingered 
girls have been trained to operate the 
machines in the tool room where for- 
merly dies for stamping out display ma- 
terial were made, and are producing a 
flow of vital tools for small arms pro- 


One corner of the Arrow Mfg. Co.'s tool 

room where once the work was display 

boxes, but now turning out important small 

arms tools. Details’ of the work have been 

concealed to conform to war-time requla- 
tions. 


duction—an inspiring example of what 
can be done, now that American in- 
genuity and resourcefulness have made 
the task of helping to win the war their 
number one job. 


War Work Curtails Production and 
Future Deliveries of Schick Shavers 


K. C. Gifford, vice-president in charge 
of sales and advertising of Schick, Inc., 
has announced that in view of the arma- 
ment production to be undertaken by 
Schick this year, which will utilize at 
least fifty per cent of production fa- 
cilities, the firm anticipates a lower pro- 
duction rate during the current year 
than in 1941. 

No accurate prediction of shaver pro- 
duction can be projected, said Mr. Gif- 
ford, and therefore no plans have been 
made as yet for allotment of shavers 
to the trade. Orders will be accepted 
in the order in which they are received 
until the demand exceeds substantially 
the firm’s ability to produce. 

“For the present,” he said, “we can 
take care of orders for reasonable re- 
quirements but cannot give any assur- 
ance on how long this condition will pre- 
vail.” 

Prices on the current models, the 
Schick Colonel and the Flyer which will 
be continued during the year, will be 
maintained, Mr. Gifford believes, at $15 
and $12.50 respectively. 





Heroic Messenger Wins Bulova 


Seventeen-year-old Joseph L. Dun- 
wald, who risked his life to drag a 200- 
pound man from the path of a subway 
train, was presented with the “Bulova 
Nick O° Time Award” by President 
Frank L. Jones, of the Greater New 
York Safety Council, during the annual 


banquet of the 13th Safety Convention 
& Exposition, in New York. This is an 
award that is made to people who heroic- 
ally and with great danger to them- 
selves, have saved a life in the nick of 
time. 

It was a little after 2:15 P.M. on 
Jan. 27, that the Jamaica High School 
boy, who lives at 139-31 Eighty-seventh 
Ave., Jamaica, and was working as a 
messenger in his spare time, saw Joseph 
Lemmon, a post office guard of 84 Sara- 
toga Ave., Brooklyn, tumble from the 
platform of the 23rd St. station of the 
Lexington Ave. subway, in the path of 
an approaching downtown local. Young 
Joseph jumped to the tracks and hauled 
Lemmon into the narrow space beneath 
the platform, a hairsbreadth before the 
train reached the spot. Both were un- 
injured by the train. 

Joseph Lemmon was present at the 
ceremonies to applaud young Joseph, 
when he was presented with the award 
—a Bulova “President” wrist watch. 


Hamilton Watch Marks 50th Year; 
40-Page Brochure Reviews Record 


Hamilton Watch Co.’s sales for the 
year ending Dec. 31, 1941, increased 23.7 
per cent over 1940, reaching a figure of 
$9,768,030, Calvin M. Kendig, president, 
reported to shareholders and employees 
last month. Earnings for the same pe- 
riod were $1.96 per common share, an 
increase of 6.4 per cent over 1940. Mr. 
Kendig explained the disparity between 
a sale increase of 23.7 per cent and an 
increase in net profits of 6.4 per cent 
by pointing out that the company’s in- 
come taxes had more than doubled, and 
that in addition, the company had in- 
creased its payment for the purchase of 
employees’ retirement annuities. 

All bank indebtedness has been re- 
paid, and $1.25 per share was paid on 
the common stock in 1941 in addition to 
the usual $6 on the preferred, and $275,- 
969.14 added to surplus. 

Hamilton marked its 50th birthday 
last Dec. 14. To celebrate this golden 
anniversary year the annual _ report 
brochure reviews 50 years of progress 
in fine watchmaking throughout 40 pages 
made interesting by many illustrations. 

Copies of the anniversary book, which 
is designed to give employees a better 
understanding of the stability of the 
company and their individual and collec- 
tive importance in it, are being dis- 
tributed to every company employee as 
well as shareholders. 
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PAY-TRIOTISM 


A ConTEMPTIBLE sort of racket has come to light re- 
cently which is being worked on jewelers by certain in- 
dividuals who are low enough to try to take advantage 
of the patriotic impulses of their fellow-country men for 
their own personal profit. This is to warn you to be on 
guard against it. Here’s the story: 

The U. S. Navy, needing chronometers for the ships 
that are so rapidly sliding down the ways, has made 
arrangements with a number of people to buy from them 
at a fair market valuation all such instruments that they 
can round up. Some of these men—not all of them, but 
some—have been going around to jewelry stores, and 
telling them that the Navy wants their chronometers, 
and that it is their patriotic duty to turn them over at 
the price offered by this private buyer, which usually 
starts at a figure about one-tenth of what the Navy pays 
these contractors for them. 

The jeweler, either by direct statement or implication, 
is led to believe that by turning over his chronometer 
to this buyer at a fraction of its true value he is making 
a patriotic contribution. Actually of course he is doing 
nothing of the sort—he is merely helping to line the 
pockets of the cheap chiseler who buys it from him at a 
ridiculously low price and re-sells it to the Navy at 
many times the price he pays the jeweler. 

The Navy is not asking for donations—it wants the 
chronometers, but it is paying fair market prices for 
them as a straight business proposition, and isn’t seek- 
ing them on any other basis. Any statements or implica- 
tions to the contrary are plain un-varnished lies for 
selfish profit. The Navy is currently paying from $100 
to $250 for chronometers, and from $60 to $100 for 
chronometer watches, depending on quality and condi- 
tion. 

Naturally, the dealer who goes around gathering them 
has to have a reasonable margin to cover his services, 
but he doesn’t need any ten-time mark-up, and the 
honest ones aren’t seeking it. The honest dealer will 
pay you a fair and honest price, and anyone who offers 
you $20 or $25 for such an instrument with a sales talk 
that you’re making a patriotic contribution by selling it 
cheap is merely one of those people who spells patri- 
otism—P AY-triotism—with himself on the receiving end. 


AUCTIONS ARE AUCTIONS 


Tue BritisH-AMerican Ambulance Corps is beyond 
question an organization of worthy purpose, but like 
many things British, it sometimes rubs a lot of fur the 
wrong way by the methods it uses to achieve its ends. 

For example, some blithe spirit in the outfit got the 
bright idea that a swell way to raise money would be 
to have a big public “unrestricted jewelry auction,” 
(we’re quoting the words of the announcement), and 
that the way to get the goods for the auction would be 
to ask jewelers to donate them. 
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Retail jewelers, no less than all other Americans, 
have every sympathy with the effort which our British 
allies, in common with ourselves, are making to win 
this war, and they want to do everything they can to 
help the war effort. But won’t some one, please, take 
some of these well-meaning committee chairmen off in 
a corner, and explain to them in simple words some of 
the more elementary facts of life such as how jewelers 
in general, and New York jewelers in particular, feel 
about jewelry auctions? 

No matter how worthy its purpose, an auction sale 
is still an auction sale and demoralizing to orderly retail 
business. If the British-American Ambulance Corps 
needs a donation from the jewelry industry, let them 
ask for a contribution in cash and not in merchandise 
that inevitably will tend, no matter how good the in- 
tentions, to tear down the structure of the very business 
from which the contribution came. 


SCRAP FOR AMERICA 


Ir May sEEM a far cry from America’s fighting men 
on Bataan or in Australia to waste paper and old rags, 
but salvage materials as well as men with guns are play- 
ing an important part in this all-out war of national re- 
sources. 

Every pound of metal or paper or fabric that can 
be rescued from the scrap heap and fed back into the 
war machine adds just that much to the supplies that 
are available for beating Hitler and the Jap war lords, 
and the thousands of tons of waste material now repos- 
ing in the basements and store rooms of the country’s 
1,700,000 retail stores would be a mighty contribution 
to that effort. 

So Uncle Sam is asking all retailers to go through 
their stores, gather up all paper, rags and metals, and 
either sell them to a scrap dealer or give them to some 
organization that is collecting them for war use. 

He also asks you to appoint one of your employes 
to take the responsibility for seeing that in future all 
such waste wrappings and the like are similarly collected 
and disposed of at regular and frequent intervals. 

The comparatively small amount that your store may 
be able to contribute may seem to you too small to be 
worth bothering with. Perhaps it is small in itself, but 
the ocean is made up of single drops of water, and if you 
and the 1,699,999 other stores do your part, the total 
will be a flood to help sweep away the enemies of 
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Perhaps you don’t realize it . . . but you had a crowd in your 
store today—old accounts making payments, cash customers, 
repair department customers, and “‘lookers’’. Every one of that 
crowd was a prospect for the great new Parker “51”. Why? | 
Simply because the “51” is so new, so different, so amazing | 
that a single demonstration makes people open their eyes and 
BUY! Take advantage of the crowd that comes into your store 
each day. Show this great profit item that sells on sight! Adver- 
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NOTHING : 
LIKE IT tise... talk ... feature—the Parker “51’’. It gives you more 
IN ALL profit than you make on 60% of your other merchandise. 
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NEW COMMUNITY DISPLAY 


makes silverware selling easy 





Look AT IT!A young silverware 
department in itself! Four Com- 1 Avanaua By WAAR ’ 
munity* chests of silverware, com- ah Har 

plete with Protecto-Panes. An illu- 

minated Community sign. And four 

removable pattern demonstration 

cases, complete with silverware. 


The new display makes it easy to . = Me ee ee a | 
sell the “‘correct service” way—the ee. 


right way to sell silverware! It is 
made in-solid wood, your choice of 
light or dark finish. It’s shipped fH tet ney’ 

with a useful assortment of Com- : wih Wie. we oy | | | s | t+ 
munity sales aids, on an attractive WE Thales hn ln at es | | 
merchandising plan. And it’s ready 4008 
to go to work for you, NOW! 
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